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Publix Theatres Corporation, Paramount Building, New York, Week of June 6th, 1930 


DRIVE CFFUH 


HTS FINAL 
cLIN 


An unprecedented flood of 
merchandising activity 1s 
sweeping the Publix circuit as 
showmen everywhere are pre- 


_ paring for the final sprint in the 


Second Quarter Prize Contest, 
reports Mr. Chatkin, who is re- 
ceiving direct reports of almost 
super-human efforts from all 
division directors and district 
managers. Reports are typical 


of the following. 

“Believe me, I am going to do 
it in my district or bust alung!”’ 
writes Roy Rogan, District Man- 
ager of the Northern Winois 
District, in reply to the night- 
letter sent by Mr. Chatkin, lay- 
ing stress on the necessity of 
putting over the four weeks in 
June that wind up the Second 
Quarter contest. 

_ Pressure from within and from 
without; the application of local 
measures of every known variety; 
contests, campaigns, stunts—this 
is the spirit in which Publix show- 
men have met the call for addi- 
tional effort and a final spurt in 
the fight to meet the 28th of June 
with a record of profits over 
quota. 
Pep-sauce for June 
Incidentally, the entire Great 
States Division, over which Jules 
J. Rubens presides, is engaged in 
a momentous drive known as 
“The Lucky June Campaign.” 


(Continued on Page Two) 
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BYRD TRAILER 


Floyd Gibbons’ trailer on 
the Byrd Antarctic picture 
should be presented as a spe- 
cial feature by theatres 
scheduled to play the Byrd 
film, according to A. M. Bots- 
ford. Extra exploitation and 
publicity should be given to 
Gibbons, who is famous as a 
war correspondent, adven-, 
turer, writer and radio star. 

Pictures of Gibbons are 
included in the sets of stills 
on the Byrd film, which have 
been sent out. Cutting has 
been completed on the trail- 
er and it will be ready for 
delivery at once. Its run- 
ning time is eight and one- 
half minutes. 


~B-9B0-B-0B1-B-$GB2-B 2S e-S-GSe-O-+Oe-DOe-SOs-B-Os- D2 Os-S -G1Oe-S+Oe-O-Gs-S-99"-O-G*-OO:-S 


: 
i 
: 
: 
t 
i 
: 
: 
: 
: 
i 
i 


in! 


TURE LLL 


PUNTER 


to fire-stricken 


. land theatres made this possible. 
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||FASHION FILM 
| TO INITIATE 
| SCREEN ADS 


Arrangements were completed 
this week between the Theatre 
Service Corporation and the Par- 
amount Studios at Astoria, Long 
Island, for the production of 
fortnightly fashion films spon- 
sored by Vogue, the magazine 
recognized here and abroad as 
the world’s final fashion author- 
ity. 
This marks the beginning, on 
a national scale, of the screen ad 
service previously discussed in 
Publix Opinion. 

Every step in the production of 
these pictures, from Paris sketches 
of garments to be shown, to the 
direction of the mannequins wear- 
ing the finished models on the 
sets, is to be under the direction 
and personal supervision of the 
editors of Vogue. Every facility 
of the Condé Nast organization 
will be employed.in the production 


(Continued on Page Two) 


PERRY RAISED TO DIVISION 
DIRECTOR; FINSKE, SMITH, 
NEW DIVISION MANAGERS 


Publix Policy of Promotion From Within raises three men 
to a higher post in the rank of the company as David J. Chatkin 
announces the names of one new division director and two new 


division managers. 
Publix Aids Fire The recent promotions, which 
Stricken in Nashua 


What Mr. Katz 
Said And Saw 
On His Trip of 


Inspection! 


Our next issue will contain |} 
-a complete report of Mr. || 
Katz’ conclusions after his |} 
tour of inspection as well || 
as a verbatim report of his |} 
speeches in each key city. || 
| They contain complete in- | 
|} formation on policies and |} 
manpower. They will help || 
-you KNOW YOUR OR- || 
GANIZATION! | 
Editorial requirements |} 
make it impossible for us |} 
to give it to you this week. || 
As information of import- |} 
ance, you will find it inval- |} 
-uable in your work, partic- |} 
ularly if you are NEW to |} 
| Publix. 1 


WATCH FORIT! 


were effective May 26, are: 

C. C. Perry, former district 
manager of Division A, to 
Division Director of the 
West Coast, Utah and Idaho, 
replacing R. E. Crabill, 
whose new assignment will 
be forthcoming. 

E. A. Smith, formerly Dis- 
trict Manager of the Twin 
Cities, to Division Manager 
of the West Coast. 

Louis J. Finske, from Dis- 
trict Manager of Division A 
to Division Manager of Kan- 
sas, Missouri and Colorado. 
C. Clare Woods, District 
Manager of Colorado, will be 
tied in with Division A and 
will act under Finske. 


(Continued on Page Three) 


Fulfilling Mr. Sam Katz’ pledge 
Nashua, N. H., 
where millions of dollars of prop-| 
erty was lost and all business par- 
alysed. for many days, the New 
England circuit of theatres re- 
sponded with special benefit per- 
formances that received -whole- 
hearted co-operation from the Red 
Cross, civic organizations and local 
newspapers. 

Excerpts from a telegram sent 
to Mr. Chatkin by A. J. Moreau, 
district manager in Portland, Me. 
follow: ‘‘Portland Publix Nashua 
benefit midnight show big success 
despite heavy rains—all Portland 
talking and complimenting Publix 
organization — results have made 
this event greatest goodwill build-| 
er for Publix in Portland to date 
—fine organization in three Port- 
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No, 39 


R REVEALS GENERAL 
SS IN PROGRAM-BUILDING 


SPECIAL NEW DEPARTMENT, 
TO BE HEADED BY BURT KELLY, 
WILL REMEDY SERIOUS EVIL 


Returning from his two weeks survey of the circuit, during 
which time he was afforded an opportunity to get first-hand 
information on localized activities, Mr. Katz today issued a 
statement in which he expressed keen dissatisfaction with pro- 


DON’T DISPUTE 
RIVAL CLAIMS 
PUBLICLY! 


Asked to define company 
policy in matters where com- 
petitors make untruthful or 
vicious statements, Mr. Katz 
today re-iterated the attitude 
of Paramount Publix for the 
guidance of the entire circuit. 


“TWJnder no circumstance is any 
Publix showman to take cogni- 
zance of such tactics,’ he told 
Publix Opinion. ‘Particularly we 
do not want to make any sort of 
public answer to such competitors. 
Regardless of what unfair thing 
our competitors do or say, Publix 
must always continue in the digni- 
fied, businesslike manner that has 
marked our progress from the 
very beginning.” 

Exaggerated claims, such as 
“The biggest and best show in 
town for the smallest admission 
price,” which is usually the most 
common incident of the sort Mr. 
Katz refers to, fall of their own 
weight. The public knows, and 
cannot for long be misled. Con- 
troversy merely gives additional 
publicity to the false claims and 
gives them a value in the public 
mind which they would never 
have if left unchallenged. 


Report Program Plots 
on F orm 1431, Asks Saal 


All theatre managers are to use 
Form 1431 in reporting their pro- 
gram plots to the Home Office 
Booking Department, according to 
word from William Saal, depart- 
ment head. A supply of this form 
can be obtained from the ware- 
house in the regular manner. 

At present more than a half- 
dozen other forms are being used. 
The proper form should be sub- 
stituted at once. : 
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age! Learn How! See Pages 3- 4! 


gram-construction as he found 
it in general practice. At the 
same time he outlined remedies, 
the most outstanding of which 
is the creation of a special new 
Home Office department which 


will have this problem for its | 


sole activity. To head this 
work, Mr. Katz has appointed 
Burt Kelly, present Associate 
General Director of Film Buy- 
ing and Booking. 

Mr. Kelly’s appointment was 
made when Mr. Katz asked de- 
partment heads to suggest names 
of showmen within Publix ranks 
who are most suited for the task. 
The choice of Mr. Kelly. was 
unanimous, and oddly enough, he 
was Mr. Katz’ own first choice for 
the job. : 

To Pick Other Executives. 

Other executive personnel for 
the new department will be 
selected from among those field 
executives who have displayed 
unusual ability along that line, 
and in conjunction with their 
other qualifications. These pre- 
motions will be announced at an 
early date. 

Intimate discussions with lo- 
cal managers, as well as what 
he actually saw, convinced Mr. 
Katz while on the tour that the 
circuit is not giving program 
construction the adequately re- 
sourceful and intelligent atten- 
tion and effort required. ‘This, 
he points out, is in spite of the 
repeated warnings and instruc- 
tion frequently given in PUB- 
LIX OPINION by himself, as 
well as by Mr. Chatkin and Mr. 
Saal. You will find these pub- 


. (Continued on Page Two) 
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GRADUATION! 


Commencement 
are here. Are you pre- 
pared? Theatre parties, 
school nights, fraternity 
and sorority tie-ups, in- 
vitations to salutatorians 
and valedictorians, etc., 
etc, will fill a healthy 
niche in the box-office. 
Don’t be caught napping! 


days 
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AS CONTEST NEARS END re Initiate 


(Continued from Page One) 
This campaign, which is based on 
awards to patrons for consecutive 
and consistent theatre attendance, 
is being pushed in every town of 
the entire Great States Division. 

Typical of the manner in which 
districts everywhere are going 
after June business are the vari- 
ous campaigns being used in the 
territory presided over by Charles 
G. Branham, Florida District Man- 
ager over Jacksonville, Tampa, 
Daytona, Lakeland and St. Peters- 
burg. Amongst these is “The 
Thousand Dollar Identification” 
contest recently held at the Tampa 
Theatre, Tampa. This contest re- 
ceived its title by reason of the 
fact that for it one thousand dol- 
lars worth of merchandise was 
offered in prizes. These prizes 
were, of course, promoted by the 
theatre from local stores. 


Assures Consecutive Attendance 
The contest was so constituted 
that patrons desiring to partici- 
pate had to attend the theatre 
twice a week consecutively for 
three weeks in order to have a 
chance at winning one of the 
prizes. Patrons were required to 
identify the stars who appeared 
on the screen of the Tampa Thea- 
tre over a period of three weeks. 
For this purpose The New Show 
World trailers were used, present- 
ing Paramount singing and talk- 
ing stars. In addition to identi- 
fying the stars in all the pictures 
played at the theatre for three 
weeks, each contestant had to 
answer these two questions: “why 
is Tampa Theatre my favorite 
amusement centre,’ and “What 
does the pirate girl in the lobby 
‘represent.’ The last question 
was the joker and proved a poser 
for most persons, for the lady in 
question was a very attractive girl 
dressed in a pirate costume who 
made herself useful in the lobby 
answering questions and giving 
out contest blanks. She was sup- 
“plied to the theatre by the jewelry 
store from which the silver service 
“was obtained and she represented 
‘the trade mark of the Rogers Sil- 
ver Company. 
Blue Ribbon Month : 
Another measure being used in 
Tampa, and which is relied upon 
to boost box-office business during 
June, is the Second Annual Blue 
Ribbon Month. This month was 
celebrated in Tampa last June and 
“so improved business in the thea- 
“tre, that it is being repeated this 
year. The pasic idea is one of 
cooperation between theatres and 
stores, all stores featuring blue 


“ribbon sales and the theatres pre- 


senting blue ribbon special feature 
‘pictures,—— and both stores and 
theatres cooperating so as to im- 
press the public with the fact that 
during June special values may be 
had from each. 
“" Added Bookings 
‘In the last issue -of Publix 
Opinion, Mr. 
briefly, the list of fine pictures 
which have been set definitely for 
June showings in our theatres. 
Two outstanding attractions, how- 
ever, were inadvertently omitted 
from this list. One of these 1s 
the Metro. picture “The Big 
House’——a pretentious production 
in which Wallace Beery, Chester 
Morris and Robert Montgomery 
are presented. This picture is of 
great timeliness, dealing as it does 
with an attempted prison break, 
with prison life and with a theme, 
generally, that coincides with sen- 
sational news that has been 10 
our newspapers in the last two 
months. In addition to this; che 
Big House”’ is a Cosmopolitan pro- 
duction and it will have the de- 
cided advantage of tremendous 
newspaper publicity in all of the 
cities in which the Hearst news- 
papers are circulated. There 1S 
no doubt of the fact that the addi- 
tion of this picture to the June list 
gives it another unit with real box- 
office pulling power. _ 
-Sinee the last issue of this 
paper went to press, Publix officials 
have viewed ‘‘So This Is London,”’ 
and the forecast in our former 
issue that this is a picture of 
strong audience appeal has been 


Chatkin reviewed, | 


confirmed. Will Rogers has a 
laughing hit in this picture, which 
is replete with merriment from 
start to finish, and which can be 
relied on for audiences in the 
small towns-as well as in cities. 


Strong Paramount Film 


But strongest of all added at- 
tractions, and not listed last week, 
is the Paramount picture ‘The 
Border Legion’’ made from the 
celebrated Zane Grey story. It is 
in this production that Jack Holt, 
beloved of so many fans, returns 
to the screen in a Paramount 
Western. He appears beside 
Richard Arlen who has the lead- 
ing juvenile role. The unusually 
fine cast is strengthened by the 
presence of Fay Wray and Eugene 
Pallette. ‘‘The Border Legion’’ 
with Arlen and Holt should be a 
tremendous draw for every class 
of house, 


Preparedness 


On all of the pictures mentioned 
in the Publix Opinion issue of 
May 30th, Publix manuals have, 
already been shipped with the ex- 
ception of ‘“‘Way Out West’’ and 
“Dangerous Nan McGrew.’ The 
manual on ‘The Border Legion’’ 
has also been completed and 
shipped to the houses playing this 
picture. June bookings, there- 
fore, find us in a happy state of 
preparedness which has not been 
equalled at any time this year. 
To Publix managers and their as- 
sistants it may be said—You have 
the pictures, you have the adver- 
tising aids, you have the theatres 
and you have the greatest incen- 
tive ever given you: Let June re- 
sults speak in terms of record 
accomplishment. 


Sereen Ads 


(Continued from Page One) 

of these fashion pictures. The 
completed films will be, in every 
sense, news pictures in the field of 
fashion—fashion news that can be 
relied upon by the women in thea- 
tre audiences as absolutely as the 
news of fashion appearing in the 
Vogue magazine itself. 

The decision of the Condé Nast 
Publications to broaden the field 
of the Vogue magazine by present- 
ing on the motion picture screen 
Vogue’s news of Fashion, its 
fashion predictions, and its canons 
of good taste in dress, has: come 
after more than two years’ of de- 
liberation and investigation.’ The 
growing demand for fashion pic- 
tures and the fact that the screen 
offered an opportunity: of present- 
ing life and action fashions as dis- 
tinguished and style-right in con- 
tent and as beautiful in form and 


presentation as a page from Vogue i 


itself, led to the decision for the 
production of the Vogue pictures. 
Full resources of the Para- 
mount Studios will be used in pro- 
ducing the pictures which are to 
be in full sound with music ac- 
companiment. Fashion points are 
explained by the use of the voice 
and the mannequins used will be 
selected from mannequins em- 
ployed by the Vogue magazine. 


The Vogue pictures will make | 
their bow at the Paramount Thea- 


tre in New York on June 20th be- 
ing presented under the auspices 
of Saks-Fifth-Avenue. 
Arrangements will soon be com- 
pleted for the presentation of the 
Vogue pictures on _ fortnightly 
schedule at other DeLuxe Publix 
houses throughout the country. 


Is yours a 
balanced 
campaign? 


Are your Second Quarter Contest efforts properly 
balanced—or are you neglecting some avenue of 
approaching prospective patrons? 


Men who will divide $30,000 in prizes at the quar- 
ter’s end will be those who have utilized all angles 
of attack—men who have devised complete, com- 
prehensive campaigns, designed to permeate their 
trade territories with publicity. A campaign, you 
know, consists of at least 20 successfully completed 


selling efforts for each 


media. 


attraction, covering all 


/ 


Maximum grosses—and maximum profits—are im- 


possible without maximum coverage. 


Such cover- 


age can be obtained only through studied, balanced 


campaigns. 


Complete your campaigns without increasing costs 
by supplementing usual media with ticket-selling 
exploitation effort suggested in your bound volume 


of PUBLIX OPINION and current files! 


Here 


are proven, repeatable ideas, of and for Publix 


showmen. Use them! 


Balance campaigns 


with repeatable ideas 
from 


Publix 
Opinion 


ENTIRE CIRCUIT ON EDGE = Fashion Film|FIELD AUDITORS 


‘SPEND WEEK AT 
HOME OFFICE 


Culminating a complete pro- 
gram for furtherance of Publix’ 
“Know Your Organization” policy, 
divisional auditors from the entire 
circuit spent all of last week in 
the home office with Comptroller 
F. L. Metzler and executives of 
the accounting department. 

“Simultaneous acquisitions of 
large groups of theatres in all por- 
tions of the country during the 
past year,’ Mr. Metzler stated, 
‘left us with no better means of 
instituting and explaining Publix 
systems of accounting than a hur- 
ried trip over the circuit. Na- 
turally many details were left un- 
finished, and with both the New 
York and divisional accounting of- 
fices congested with work, we have 
hitherto had no opportunity to get 
together and straighten out such 
matters. | 
“This meeting supplied that op- 
portunity, and it has been ex- 
tremely helpful to both the home 
‘office and the field in making pos- 
sible a complete interchange of 
ideas and full, informative discus- 
‘sion of Publix accounting practice. 
It signifies the final step towards 
‘complete assimilation of the thea- 
tre groups represented, in so far 
as unity in accounting practice 
and purpose is concerned.”’ 

Auditors Present 

Divisional auditors present at 
the series of conferences were El- 
mer C. Upton and C. EH. Perrine, 
Chicago; L. E. Stouse, New Or- 
leans; J. R. Isleib, Dallas; A. F. 
Martin, San Francisco, and R. W. 
‘Bolstadt, Minneapolis. 

At the first meeting; on Monday 
‘morning, T. X. Jones outlined pur- 
“poses of the session and the sched- 
ule. Mr. Metzler detailed func- 


| tions and advantages of divisional 


‘accounting offices, relation of 
‘these offices to the operating de- 
partment, their service to the 
operating department and _ the 
home office, and contacts with 
partners. He stressed develop- 
ment of manpower in divisional 
accounting offices. 

Monthly Reports 

_ Following. Mr. Metzler’s talk, 
Jones covered monthly reports, in- 
cluding operating reports, compa- 
rative profit and loss statements, 
estimates, and statements of per- 
centage of advertising to admis- 
sions. Jones and T. de Boer took 
up quarterly financial reports, and 
L. A. Schroeder spoke on inter- 
company accounts. 

During the afternoon Jones and 
Schroeder, with C. F. Dixon, took 
up candy sales, sound trains, art 
shops and sereen advertising. Re- 
mainder of the session was. de- 
voted to insurance, with Henry 
Anderson presiding. 

On Tuesday, Jones and account- 
ing department unit heads covered 
department routine, personnel, 
cash receipts, bank . reconcillia- 
tions, disbursements, ledgers, ac- 
eruals, depreciation, fixed charge 
notices, payrolls, film rental, prep- 
aration of financial reports, 
monthly closing dates and forms. 

In the afternoon Mr. Metzler, 
L. M. Savell and Walter B. Cokell 
spoke on finances, commitments, 
cash forecasts, cash allocation, 
petty cash funds, and contribu- 
tions. J. H. Elder, maintenance 
supervisor, 
maintenance, accessories, 
ment transfers, 
job orders. 
; Gowthorpe Talks 


equip- 
inventories and 


Wednesday morning was given |. 


over to a discussion of overhead 
and the expenses which make it 
up by M. F. Gowthorpe, Cost Con- 
trol Executive. Gowthorpe de- 
tailed methods of allocation be- 
tween wholly owned theatres, 
partnership theatres and _per- 
manently and temporarily closed 
theatres, together with changes in 
status of theatres. In company 
with C. C. MacPike, Gowthorpe 
discussed the work and aims of 
the Cost Control Committee. Split 
figures were covered by Gow- 
thorpe, F. J. Ewald, G. McDermott 
and Austin C. Keough. 

A continuation of the confer- 
ence on split figures took up much 


eovered warehouses, | 


of the afternoon, and was followed 
by discussion of real estate ac- 
counting by E. E. Ericsson of the 
Real Estate Department. 
Manager’s Reports 

F. L. Wieber spoke on man- 
agers’ weekly reports on Thursday 
morning. J. A. Walsh, executive 
assistant to Mr. Chatkin, re- 
counted the work of the statistics 
division. T. X. Jones reviewed 
the entire session on Thusday 
afternoon. 

A. J. Michel, General Auditor, 
who has just returned from ~ 
Europe, spoke to the divisional 
auditors of his foreign trip and 
the company’s foreign expansion 
program. 

For the remainder of Thursday, 
all of Saturday and much of Mon- 
day the divisional auditors were 
occupied in individual conferences 
with Messrs. Metzler, Gowthorpe, 
Jones, Walsh, Anderson, respec- 
tive divisional directors and mem- 
bers of the general auditing de- 


KELLY T0 HEAD 


NEW PROGRAM 
DEPARTMENT 


(Continued from Page One) 

lished warnings in your back- 
files of PUBLIX OPINION, as 
follows: 
May 2, 1930, pages 1, 7; Apr. 
4, 1930, pp. 1, 5; Mar. 14, 
1930, p. 5; Feb. 14, 1930, p. 1; 
Jan. 3, 1930, p. 1; Aug. 3, 1929, 
p. 11; June 22, 1929, p.> 2; 
June 8, 1929, p. 2; May 25, 
1929, pp. 1, 3, 6; May 11, 1929, 
pp. 1, 5; Apr. 27, 1929, p. 1. 

Necessity for immediate  cor- 
rection of this condition, Mr. Katz 
points out, is the most imperative 
task that now confronts all de- 
partments and personnel in the 
company. 

Little Thought Given 

“T was not satisfied with what 
I saw ‘in general practice in the 
matter of frontshow program con-— 
struction. Invariably it was ap- 
parent that too little thought, in- 
genuity and effort were being 
given to this most important 
phase of our business. 

‘‘Because of this I am convince 
that all-sound programs have 
not had a fair trial in our the- 
atres. 

“The most important thing that — 
each manager should see, is that 
the series of short subjects pre- 
ceding the feature have proper 
balance in relation to each other. 
In the larger houses, particularly, 
anything less than greatest pos-. 
sible care and thought in short- 
subject plotting, invariably pro- 
duces disastrous results. 

“T appreciate the fact that in 
certain exceptional eases we have 
lacked the proper short subject 
material to make up faultless pro- 
grams. . This, however, is not 
generally true. Nevertheless most 
managers have taken it for grant- 
ed that it is true everywhere, and 
front-shows have been loosely and 
carelessly put together, with a de- 
structive effect on the company’s 
reputation as well as on immediate 
box-office returns. . 

New Dept. Will Help 

“The new Short Subject Depart- 
ment will help to remedy this con- — 
dition, but in the meantime; while 
it is perfecting its mode of opera- 
tion, every Publix showman must 
bend all possible energy to the job 
of getting advance information, 
seeing’ previews, and learning how 
to properly assemble a satisfactory 
program. , 

An all-sound theatre cannot 
be successful in the long pull, 
until each theatre manager and 
his entire staff concentrates on 
the job of expertly creating a 
satisfactory alignment in the 
units of his program. 

“T want everyone to take this 
matter immediately to heart. I 
feel that this problem is one of 
the most dangerous weaknesses 
we have to overcome. I want 
those few showmen who are now 
handling the matter successfully, 
to report their methods and ideas 
every week to PUBLIX OPINION, 
so that the entire circuit may have 
the benefit of successful ideas. 
The best of these will be printed 
each week. 
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BRING CHILDREN BACK 10 THE 
THEATRES, URGES MR. KATZ 


Signalizing it as one of the 


recent Paramount Publix Convention, from the viewpoint of 
future box-office health, Mr. Katz has called for a rigorous and 
intelligent circuit-wide effort to bring the children back into 


the theatre. 

“It is not a question merely 
of immediate ticket sales,” de- 
clared Mr. Katz. “Those, it is 
true have fallen off for child 
attendance in neighborhood 
houses. But these children will 
not be our patrons in five and 
ten years from now if we per- 


mit them to lose the movie go-| 


‘ing habit. Already they have 
ceased to be the powerful word 
of mouth advertising medium 
that they have been in the past. 
With a loss of child patronage 
we will soon find a loss in adult 


patronage. 


“The far-sightedness and co- 
operation of the Production 
Department,” continued Mr. 
Katz, “is well illustrated in this 
connection. For, getting the 
children back into the theatre 
was one of the things insisted 
upon by the theatre department 
in the joint conference preced- 
ing the general product plan 
for the coming year. As a re- 
sult, three definite children’s 
pictures, ‘Tom Sawyer,’”’ ‘“‘“Huck- 
leberry Finn,’ and “Skippy,’’ 
will be made by Paramount, and 
a juvenile interest will be intro- 
duced into as many pictures as 
possible. By that, I do not 
mean that these pictures will 
not also make first class enter- 
tainment for adults, as they un- 
doubtedly will. 

‘Very shortly all children will 
be on their summer vacations. 
Hundreds of outdoor diversions 
will alienate them more than ever 
from the theatres. As clear head- 
ed merchandisers we must do 
everything we can to offset this 
opposition. 

“J expect every’ house and 
advertising manager to prepare 
NOW a summer campaign of 
exploitation aimed at children 
from 10 to 15 years of age. I 
want every Publix Showman to 
devote a considerable part of 
all his efforts to children’s 
matinees, publicity stunts that 
will make adults bring children 
to the theatres, contests, give- 
aways, and special screen trail- 
ers. I want as much original- 
ity and constructive thought to, 
go into this problem as has 
been applied to any other of 
our major problems.” 


Special Manual Issued 


In line with Mr. Katz’ thought, 
Madeline Woods, Director of Pub- 
licity and Advertising of the 
former Great States Theatres, has 
already issued a manual designed 
especially for the manager anxious 
to promote child attendance. 
Highlights of this manual will be 
found on page 4 of this issue. 

As usual, Publix Opinion is anx- 
ious to serve as an idea exchange 
in this connection and to offer to 
all theatres the best ideas on the 
subject conceived all over the cir- 
cuit. It is an order from Mr. Katz 
that all material of this nature be 
submitted to this publication for 
that purpose. 


Ice and Flowers Contrast 


In “Spring Is Here” Lobby 


Florist tie-up arranged by Man- 
ager Ted Emerson of the Strand, 
Des Moines, on “‘Spring is Here,” 
transformed his lobby into a gar- 
den, with spring flowers, ferns, 
palms, and hanging baskets, with- 
out cost. = 

Local ice company furnished a 
cake of ice with a bunch of roses 
frozen inside, and Emerson based 
a contest on the length of time it 
would take the ice to melt. In 
the outer lobby, blanks for esti- 
mates were handed out by the 
cashier, who usually sold a ticket 
or two with every blank. 


most important features of the 


. C. PERRY NEW 
DIRECTOR OF 
WEST COAST - 


(Continued from Page One) 


Perry’s rise from a theatre man- 
ager to a division director in two 
years is an illuminating commen- 
tary both up- 
on the oppor- 
tunities for 
advancement 
in Publix and 
his unflagging 
zeal. Made a 
manager of 
the Granada 
Theatre, San 
Francisco in 
April, 1928, 
he was pro- 
moted to City 
Manager of 
Kansas City 
four months C. C. Perry 
later. In December of the same 
year, he was promoted to District 
Manager of the Denver district. 
In June of the following year, he 
was transferred to the important 
Rochester dis- 

trict, from 

where he was 
promoted to 
his present 
post. 
 Finske has 
attained the 
high post of 
Division Man- 
ager three 
years after his 
graduation 
from the Man- 
agers’ School. 
He was assign- 
ed to the Pal- 
ace Theatre, 
Dallas, Tex., as 
assistant man- 
ager on June 
Pe Qe ola. 
Transferred ‘to the same post at 
the Alabama, Birmingham, he was 
promoted seven months later to 
manage the Royal Theatre, Kansas 
City. On the 
first of the fol- 
lowing month, 
he was again 
promoted, to 
City Manager 
of Kansas City. 
On June 8th, 
1928, he was 
made District 
Manager of 
that section 
and now, one 
year later, he 
becomes Divi- 
sion Manager. 

E. A. Smith, 
veteran crea- 
tive showmen 
and executive, 
managed the 
St. F rancis 
and Granada ‘Theatres on the 
Coast and the Minnesota Theatre 
in Minneapolis before he was 
made district manager of the 
Midland Division in December, 
1928. He was transferred to the 
Twin City District on January 5, 
1930. 


All matter pertaining to Division 
Director Perry’s territory should 
be addressed to him at the Home 
Office. Division Manager E. A. 
Smith will have his headquarters 


L. J. Finske 


E. A. Smith 


at the Paramount Theatre Build- 
ing, San Francisco, Cal. Matters 
pertaining to his division should 
be addressed to Perry with copies 
to Smith. Address of Finske and 
Woods is Denver Theatre Build- 
ing, Denver. 


uv 


ported by Low Smith. 


SCHOOL BEGINS 
6 WEEK AD 
COURSE 


The six weeks advertising course 
at the Managers’ Training School, 
eighth session, was ushered in 
with an explanatory talk by El- 
mer Levine, ‘director of the school. 
Henri Schwartzberg, assistant di- 
rector, followed this up with a dis- 
cussion of the executive use of 
proper type faces in eye-catching 


layouts. : 
The fundamentals of proper 
layout design, together with 


proper application of press sheet 
mats, were carefully outlined, 
prior to practical demonstrations 
which were assigned the students. 

The various methods of photo- 
engraving were described by a 
representative of the Walker En- 
graving Company. This lecture 
was followed by a visit to the 
Walker plant, where the entire 
processes of line, half-tone and 
color jobs were expertly and non- 
technically outlined by various 
members of that organization. 
The making of stereotypes, mats 
and electrotypes were viewed at 
the National Electrotype Company, 
where too, the process was ex- 
plained. 

After the rudiments of typo- 
graphy were learned, the students 
were instructed in the production 
of effective layouts. Balance and 
focal points of newspaper ads 
were also discussed. These lec- 
tures were followed up by assign- 
ments in various sizes of ad lay- 
outs. 

Copy, in newspaper ads and 
posters was given considerable at- 
tention as a means of delivering 
selling ideas to prospective pa- 
trons. The lobby, which was re- 
ferred to as “the show window 
of the theatre’ also received a 
great deal of comment. The pur- 
poses of a poster in the lobby was 
explained as follows: To make 
immediate sale and to supplement 
other advertising. A poster artists’ 
file was suggested, following a lec- 
ture tour at Duke Wellington’s 


TO BE DONE AT ONCE! 


The finest bit of easy publicity on hot weather cooling systems de- 
vised yet! Picture shows head of the U. S. weather bureau at Detroit 
turning on the cooler at the Fisher Theaire, predicting fair and 
comfortable weather throughout the entire hot season. Picture was 
taken in advance and planted with one paper exclusively to be run on 


first hot day. Repeat if there is a weather man in your city! Re- 


poster shop, where the proper ap- 
plication and construction of shad- 
ow boxes, cut-outs, marquee ban- 
ners, etc., were practically dem- 
onstrated. 


To supplement the study of 
lobby displays, the students made 
a tour of store windows on Fifth 
Avenue, making particular note of 
lighting effects, window layouts, 
drapings, eye-catching copy and 
other forms of attraction getting 
media, which effect sales. 


Headquarters of District Man- 
ager George Cruzen are now in the 
Paramount Theatre Bldg., New 
Haven, Conn., instead of at the 
Paramount, Springfield. 


It takes many types of minds 


realize how it is possible for 


why he has been selected. 
Think it over! 


are in. Make it count at the 


LET’S GO! 


‘| department 


THINK IT OVER! 


In the press of work, managers may forget that a con- 
stant problem is that of keeping their house organizations 
working up to scratch. As a reminder that constructive ef- 
fort, like charity, should begin, at home, L. H. Dally, divi- 
sion manager in Publix Balaban and Katz division, sent the 
following message to the men in his district. 


ORGANIZATION 


NEW UNIT SHOW 


POLICY BOOSTS 
LIVE TALENT 


A new policy, which will re- 
store live talent programs to @ 
number of Publix theatres which 
have been operating as straight 
sound houses, has been put into 
effect with the co-operation of the — 


der the supervision of I. M. Hal- 
perin. 

Cc. A. Niggemeyer, producer, has 
been sent to New Orleans, where 
he has established a production 
in the St. Charles 
theatre. Units will be put togeth- 
er there with talent supplied by 
New York, either directly booked 
or from units originating in New 
York which have completed the 
regular, circuit. 

These New Orleans units, which 
will work with stage hands, will 
appear in the Saenger theatre, 
New Orleans; the Metropolitan, 
Houston; the Texas, San Antonio; 
and the Palace, Dallas. Chorus 
girls will be recruited in each city 
and will remain with the band as 
a permanent group at each thea- 
tre. \ 
A similar arrangement has been 


Harry Gourfain will produce units 
for the Paramount theatres in 
San Francisco, Portland and Se- 
attle. Talent for the most part 
will be signed on the Pacific coast, 
however, with occasional recruits 
from eastern units or from New 
York. 

Whether this group production 
plan will be extended to other sec- 
tions of the circuit in which New 
York produced units are not avail- 
able is undetermined and will de- 
pend upon the success of the 
scheme operation in the south and 
west. 


Paper Plugs “Show Girl” 
And Comic Strip As Well 


Most effective of B. V. Sturdi- 
vant’s tie-ups on “Show Girl in 
Hollywood” at Indiana Theatre 
was with Indianapolis Star, result- 
ing in free line under the Dixie 
Dugan comic page strip for ten 
days, copy changed daily. Star as- 
signed feature writer to prepare 
stories and art on the picture, sell- 
ing comic strip as well as pic- 
ture, and ran it in a two-column 
layout prior to opening. 

Liberty Magazine tie-up netted 
300 news-stand displays and de- 
livery of 5,000 heralds in homes 
by Liberty carriers. 


and personalities to make up 


an organization such as ours. Have you ever stopped to 


some one person to have the 


knack and qualification that just fits in? 


The qualification may not be personality, it may not be 
knowledge but somehow, somewhere, he does fit and that is 


Our organization can only function insofar as the strength 
of its weakest link is concerned. We do not have any weak 
links—they are all strong and solid. Is your ewn house or- 
ganization that way? If it is, fine! You will reap the re- 
ward. If it is not, you, your assistant managers, your treas- 
urer, your chief of service, and the rest of your staff, will 
suffer—you and they will not be producers, and producers 
of box office results we must have. 

Check and double check your own organization—make it 
produce results. Make it worthy of the great business we 


box office. 


LARGEST PROFIT QUARTER! 


ne = Wf 


stage production department un- ; 


effected in San Francisco, where ° 


SEG OS 
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MADELINE WOODS’ MANUAL 
IS FIRST TO TACKLE CHILD. 


ATTENDANCE IN BIG WAY 


The first complete manual devoted entirely to the stimulat- 
ing of child attendarice at theatres that has come to the atten- 
tion of Publix Opinion is the one prepared by Madeline Woods 


of Illinois and Indiana. 


It consists of 16 pages of material that 


contains not only worthwhile stunts that have been tried suc- 
cessiully but also the general principles governing exploitation 


for children. 

The first of these is that too 
much effort and time must not 
be spent on the children be- 
cause it is still the adults who 
spend most money and bring the 
children to the theatres. The 
second one is that greatest ef- 
forts must be made to bring 
them into the theatres only 
when we have attractions that 
will please them. 

Pictures that are not suited 
to children will not please them 
and much of the effort made to 
get them into the theatre will . 
have negative results instead of 


positive. 
Children will be interested in 


pictures like ‘Young © Eagles,”’ 
“Honey,’ “Spring Is Here,” 
“Light, of Western Stars,” “‘The 


Texan,’ “True To The Navy,’’ Re- 
turn of Fu Manchu,” ete., ete. 
They will not be interested in 
“Sarah and Son,’’ ‘Anna Christie,’’ 
“Lummox,”’ ‘‘Rogue Song,’ and 
other attractions of interest only 
to adults . 

Where several theatres in town 
are making a play for the kiddies 
it is best to center efforts on the 
house playing the picture that will 
please them most. 

The attitude of producers to the 
child problem is such that indica- 
tions are that there will be plenty 
of juvenile appeals-in all pictures 
to be released. Animals, children, 
and an over dose of exciting out- 
door shots are being planned for 
all productions into which they 
can be incorporated. This should 
be a \considerable relief. 


Exploitation Efforts | 


For those theatres planning 
sports: shows ‘there are a number 
of sure fire angles. It might be 
possible to promote some basehalls 
and to get a local baseball celeb- 
rity to autograph them. They are 
to be given at a special matinee. 
If newspaper having kiddies’ club 
or page can be made partner. to 
the deal so much the better. 

Where balls cannot be pro- 
moted it is possible to buy them 
very reasonably in large quanti- 
ties. 

It is possible to get the base- 
balls in connection with the Oh 
Henry! Matinee. Tried in some 
of the towns, this stunt has been 
quite successful. The stunt is 
this 
' You purchase 500 (or more as 
your needs demand) Oh Henry! 
Bars at 3c each, .-and the Oh 
Henry! Company will send you 5 
baseballs; besides, you are loaned 
a trailer and several one-sheets 
for use in the lobby. If you like, 
you can have, instead of 5 base- 
balls, 2 or 3 baseballs, and 2 or 
38 children’s aluminum cooking 
sets put up in little doll houses— 
to appeal to little girls. — 


With a stunt of this kind, every. 


child gets a bar of candy and the 
lucky ones get baseballs or cook- 
ing sets. 

. Children are bound to be in- 
terested in baseball right now. so 
if we can make them think of 
baseball in terms of ‘‘theatre,” it 
should help. Perhaps you can 
promote some bats, gloves, ete., 
to give away as other prizes. 

If there are any youngsters 
around town who have a regular 
ball club, it might be a good idea 
to invite them to the theatre on 
the day that you have your Base- 
ball Matinee. 


As a further connection with 
your Lobby Sport Show, it is sug- 
gested that you get among the 
prizes which you will promote, 
some children’s golf sets, tennis 
balls—perhaps, a_ teeter-totter— 
roller skates, ete. Children’s tents 
can be set up in the lobby along 
with the display of the toys and 
other prizes and those can be 
‘given away from time to time. 


Do not give away the children’s 
gifts on the night of the adult 
prizes as this will only mean the 
children will be there occupying 
seats which would otherwise be 
sold at adult prices. 


To get away from this, it would 
be a good idea to give away the 
children’s prizes, at the after- 
school matinee on the opening of 
a picture when you are going to 
give away the adult prizes some 
night during the run of the pic- 
ture. In this way, the children 
would see the show and would not 
come back again at night when 
the adult raffles are taking place. 


This can be handled, of course, 
by giving away children’s prizes 
at some other theatre where we 
have more than one house or all 
the sporting goods for both chil- 
dren and adults can be shown at 
one theatre with the children’s 
drawing taking place at another 
house. <A card on the display 
would indicate at what house, 
what time, ete. the drawings 
would take place. 


Exhibitions 


As a further means of keeping 
the school children interested, ar- 
range for ‘‘B’’ house, a lobby dis- 
play of articles which have been 
made by school children. 


For instance, there could be a 
lobby display of articles from the 
Manual Training Department. You 
could give ribbons as prizes just 
as is done at fairs—a white rib- 
bon for the first prize, ete. Better 
prizes might be given. 

The girls might display the 
articles which they made in the 
sewing classes and*this would be 
especially good in the latter part 
of May when they could exhibit 
their graduation dresses as in 
most of the _ schools, sewing 
classes make their frocks. 


The girls could model these 
dresses and a prize could be of- 
fered—a ribbon or cup or medal 
for the dress most neatly made. 


_ This might not mean a whole 
lot of money at the box office but 
at least it would get you some 
good publicity and would attract 
some students as well as talent to 
the theatre. 

Where you do not have sewing 
classes or manual training classes, 
you can still have exhibits for chil- 
dren, and these might be some- 
thing as outlined in the following. 


. Toy Show ; 


Here is a stunt which can be 
well employed in one of your 
houses even though you have a 
tie-up with the schools for: the 
sewing and manual training ex- 
hibit. This can be in addition to 
the other, or even by itself will 
prove interesting. 

Have a doll show with prizes 
offered for the dolls most effec- 
tively dressed. There can be a 


Promote Prizes 


prize for the most beautiful doll, 
for the most comical doll, the 
largest doll, the smallest doll, and 
the most unusual doll, etc. This 
will interest young children, and 
the older ones as well as girls 
who are interested in showing, 
may enter dolls in the contest 
especially if you offer some prizes. 


There should be a prize for 
little girls—such as a baby doll, 
and the prize for the more grown 
up girl—such as a toilet set or 
silk stockings, or a party bag, or 
some such gift. 

These prizes might be promoted, 
or, of course, can be obtained 
quite inexpensively. 

So that the exhibit would be in- 
teresting to boys as well as girls, 
you could have along with the doll 
show, a display of home-made toys 
or ‘aeroplanes, or radios. Here 


again, you would offer prizes for’ 


the best home-made toy—perhaps 
a prize for the best radio, or the 
best aeroplane, etc. These, how- 
ever, would have to be home-made 
because they have to show chil- 
dren’s skill and the poor young- 
sters should have some chance at 
the prizes as much as the ones 
who can afford more. expensive 
play things. 
At the close of the eanbests 
Ethe prize winning articles can 
be exhibited in one of the stores, 
either in the window, the toy 
department, or children’s de- 
partment, and thus advertise. 
the theatre. 


Special Matinees 


In connection with the chil- 
dren’s activities outlined in the 
foregoing pages, you can make 
those exhibits, etc. have a general 
appeal if you employ some stunts 
such as the following: 


Harmonica Contest 
Balloon Blowing Contest 
Aeroplane Sailing Contest 


There are a number of other 
stunts along these lines which you 
can figure out. 


With the balloon- blowing con- 
test, the children blow up these 
balloons and the child that blows 
up the balloon the largest size, 
gets the prize. 


The aeroplane-sailing contest is 
staged as follows: 


Use little aeroplanes such as are 
sold in most toy shops. Train a 
couple of youngsters in advance 
to sail these planes cleverly. They 
can be made to loop the loop by 
putting a little weight on the tail 
(a very small paper clip will do), 
and they can be made to sail over 
the audience and back to the 
stage. /Offer a prize to the young- 
ster who can sail the planes best. 


I think two boys who know how | 


to do it should start off the stunt 
and then ask for children to come 
upon the stage and try. 


The Harmonica Contest lends it- 
self to a variety of methods. You 
can have any number of these 
stunts worked out using some 
each Saturday in June, or at after 
school matinees, employing them, 
of course, in the house where you 
have a picture most suitable for 
children. 


The Kiddies’ Club | 


A very successful Kiddies’ Club 
has been worked out in Blooming- 
ton by Manager Lawler. You 
might do the same thing in your 
town and employ as part of the 
club. acitivities some of the 
stunts as outlined in this manual 
together with ideas submitted by 
Lawler. He has built his club 
around the organist, but where 
you do not have an organist, you 
can still have a club. 


The club was started at a mat- 
inee which opened at 1 o’clock and 
the manager addressed the chil- 
dren telling them that it would be 
lots of fun for everyone and asked 
the children to submit their idea 
of a name for the club, and he 
offered a prize for the best name 
—the one that would be selected. 
This was a free show, but, of 
course, you do not need to start 
with a free show unless you see fit. 

The following week was a candy 


\ 


Association. 
“Beau Bandit’ 
“Clancy in Wall Street’’ 
“The Climax’’. 
“Crazy That Way’”’ 
‘High Society Blues” 
“Honey’”’ 
“Light of Western Stars’’ 


“Dixie Days”’ 
“Knchanted Forest” 


‘“Pretzels’’ 


ing the candy free of charge. An- 
matinee with the manager obtain- 
other week, the head of the Boy 
Scouts was sent to address the 
children on ‘‘Americanism’’ and 
each week some city: official will 
appear at the matinee to talk to 
the children on ‘‘Safety.” The 
children have been provided with 
club buttons. 


You can work out something 
along these lines and have a local 
athletic coach to talk there one 
Saturday, and perhaps another 
day, someone from the library to 
tell stories and talk to the chil- 
dren about books and another 
Saturday have’ a singing contest, 
etc. © 


Have the children send in cards 
telling when their birthday-is, and 
then through the columns of the 
newspaper, list names of children 
who have birthdays, and are, 
therefore, entitled to get in free 
by identifying themselves at the 
door. They would have to bring a 
birthday card which you would 
send them. 


Along these lines, you can 
perhaps use a ticket which when 
used five or six consecutive 
times, entitles the child to see 
a seventh show free of charge. 
They might be used instead of 
buttons and they would be 
punched each Saturday. 


| Prize Matinees 


Miss Woods can obtain children’s 
watches guaranteed for. one year 
made in wrist watch style with a 
leather band, white gold filled 
case and otherwise very attractive 
at $2.50 each. 

Some of these have been given 
away in one of our towns and 
they made a big hit. It appealed 
to children up to 16 and 17 years 
of age and come in both boys’ and 
girls’ styles. * 

It is. also possible to purchase 
go-ponies for $2.00 each and these, 
of course, have a strong appeal for 
children up to 10 years of age. 

You might, therefore, work out 
some prize matinees at which you 
would give away two watches and 
two go-ponies or more or less. 
Two of each would make your 
matinee cost you $9.00, and if this 


RECOMMENDED 


The following pictures are endorsed by the Parent Teachers 


is too much, you can give away 
fewer prizes. 


This will stimulate Lieheaute 
because they are prizes that chil- 
dren will want. 

Where it is possible to use your 
stage, you can have go-pony races 
offering a prize such as a’ box of 
candy or a toy for the child win- 
ning the race. 


To do this, you line the children 


up at one end of the stage, start 
them off and determine the winner 
and then let another group race, 
ete. until you have three or four 
winners and then match these win- 


ners in a final race. You could give |}- 


a go-pony perhaps to the winner, 
and you could give away candy 
prizes to the other participants in 
the race. 


Dancing Tie-Ups 


It always means extra money 
at the box office if you can arrange 
for the local dancing schools to 
put on an exhibition in aac aes 
to your performance. i 


Teachers are always anxious to 
exhibit their pupils and especially 


THESE STUNTS WILL BRING THE KIDS! 


“Mammy” 
“Only The Brave’’ 
“Paramount on Parade’”’ 
“Sky Hawk’’ 

“Spring is Here’ 

“The Swell Head’’ 
“Young Hagles’’ 


The following shorts are especially recommended: 


“Spills and Thrills’’ 
“A Tough Winter’’ 


“A Night in a Shooting Gallery’ ‘‘Wanderlust”’ 


at this time of year when all the 
dancing schools have their closing 
programs. 


In the towns where we have 
this as an annual or semi-annual 
event, it never fails to stimulate 
business for three nights. Why 
not work this out as one of your 
June tie-ups? It will not cost 
you anything but the stage hands 
as most dancing schools have to 
use their own pianist who is fa- 
miliar with the work of accom- 


‘panying the children. 


By putting on the dancing revue 
once between shows, those who do 
not care to see it will not have 
to sit through it, and you can de- 
pend on it that the parents and 
friends of those participating will 
be on the job to see the show. 


Serials | 


If you are getting ‘“‘King of the 
Congo” or “Hunting Tigers in In- 
dia,’ do not let it open “cold” but 
play it up in advance. 


Get balloons with animal pic- 
tures on them, and you can dis- 
tribute these in advance as a 
means of advertising the opening 
of the picture. 


It would be a good idea to open 
your serial by distributing tickets 
in advance to the children who 
would use them throughout the 
serial and if they attend all the 
performances up to the last one, 
and if their tickets are punched to 
indicate this, they may see the last 
performance free. 


| Don’t Forget 


Don’t forget if you use street 
ballyhoos such as cowboys on 


horseback to advertise ‘‘Light of 


Western Stars,” or ‘‘The Texan,’’ 
or any other pictures of this kind 
—-send the cowboy to the schools. 
By the same token, if you are us- 
ing an aeroplane over the city to 
advertise ‘“‘Young Hagles,”’ or any 
kind of an outdoor ballyhoo at all 
to advertise the picture that has 
any appeal to the children, get 
this ballyhoo in the neighborhood 
of the schools at dismissal time. 


Children will go home and talk 
about the ballyhoo as it will im- 
press them more than it will 
adults. 


Don’t forget to bring your spe- 
cial children’s attractions and ac- 


tivities to the attention of the 


Parents Teachers’ Association. 


Don’t forget to get a notice on 
the library bulletin board when 
you have a speaker from the city 
to talk on ‘‘Safety.’’ 


Don’t forget to get a notice on 
the library bulletin board when 
you have a librarian to talk about 
books! and tell stories. 


Don’t forget to get bulletins up 
in the schools, library, etc. 
you have children’s exhibits in the 
lobby such as the doll show, Aero- 
plane Show, ete. 


Don’t forget to mention your ac- 


tivities in your newspaper adver-- 


tising. 
Don’t forget to talk to the chil- 


dren yourself or even through the 


Public Address Sytem in your the- 
atre, impressing upon them your 
various children’s activities. This 
is much more attractive than trail- 
ers and certainly is less costly. 


when 
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SELLING “ONE ROMANTIC NIGHT” © 


By BRUCE GALLUP 
Advertising Manager, United Artists Pictures 


(Not For Publication) 


; ; | 
~“One Romantic Night” is a ‘““mop-up”’ if handled properly. 


It’s a full bill of fare in box-office values. Cast, story, title, pro- 
duction—everything connected with it signifies drawing power. 


One factor alone makes this production momentous. For the first 
time in her career, Lillian Gish speaks from the screen. Screen per- 
sonalities don’t come any bigger. Lillian Gish ranks alongside of 
Charlie Chaplin, and Mary Pickford as one of the biggest names ever 
known on the screen. Here is a name that brings to mind the big- 
gest pictures the screen has known. Star of ‘‘The Birth of a Na- 
tion,’ ‘“‘Way Down East,’’ “‘Broken Blossoms,’ ‘Orphans of the 
Storm” and “The White Sister,’ this favorite has more outstanding 
successes to her credit than perhaps any other screen topnotcher. 
Now you have her in her first speaking role. 

As a talking star Lillian Gish is superb. In the light of one who 
has seen and heard her in ‘‘One Romantic Night’ this is a conserva- 
tive statement. Miss Gish was on the stage for a number of years 
playing leads prior to becoming a screen actress. She has returned 
to this medium in the Broadway production of ‘‘Uncle Vanya’’ 
staged by Jed Harris. Play up the Lillian Gish angle for all it’s 
worth, 

Five Stars 


But there’s more than one star in this picture. There are five big 


stars. Make your public aware of this fact. ‘‘One Romantic Night” 
has a cast of big stars. Four other class A players appear with 
Miss Gish. 


Rod La Rocque is one. His work in “‘The Locked Door’ estab- 
lished him as a front rank personality in talking pictures. 


Conrad Nagel is also prominently cast. Since talking pictures 
shave come into favor Nagel’s popularity has mounted steadily. Gifted 
with a marvelous speaking voice he has been cast in the leading role 
of many a big picture. ‘‘Dynamite,’’ ‘““Hollywood Revue,’ ‘‘“Redemp- 
tion,’ and “‘The Kiss’’ are some of his recent successes. 

Then there’s Marie Dressler. Ever since the days when she was 
teamed with Charlie Chaplin, this clever funster has been a big fav- 
orite. Talking pictures have added to her standing considerably. 
Whenever she appears in a picture, certain important key towns bill 
her as big and sometimes bigger than the romantic leads. ‘‘Divine 
Lady,” “Hollywood Revue,’ and ‘‘Anna Christie’ prove her right to 
distinction. 

O. P. Heggie rounds up the star cast. A Broadway stage star for 
years, Heggie has already built himself a following with screen audi- 
ences through his work as the detective in “Dr. Fu Manchu,”’ as Louis 
the XI in ‘“‘The Vagabond King.”’ 

Play up all of these five big names in your campaign: Gish, La 
Rocque, Nagel, Dressler and Heggie. This is a bona fide all star cast. 
| The factor that finally counts with your public, you have. ‘‘One 
Romantic Night’ is out and out entertainment every way you look 
at it. 

This is not said on the strength of our enthusiasm over the pos- 
sibilities of the picture. It’s a conviction backed by definite achieve- 
ment. “One Romantic Night” is the screen version’ of a big Broad- 
way success. The play was called ‘“‘The Swan.” It made three big 
stage stars—Eva La Gallienne, Basil Rathbone and Philip Merivale. 
In New York, “‘The Swan” was presented for a long and profitable 
run. Equally successful was it on tour when staged in the leading 
key cities. England also accorded it a warm reception. 

The plot is just what modern audiences want. It has been pre- 
served intact in its screen manifestation. Melville Baker, the fam- 
ous playwright who translated ‘“‘The Swan” into English from Ferenc 
Molnar’s original, did the film adaptation. Paul L. Stein did the di- 
rection. Like Molnar, Stein was an important figure in the Austrian 
theatre. <A pupil of Max Reinhardt’s, he has demonstrated his ability 
to handle this type of plot with his brilliant direction of ‘‘This Thing 
Galled Love,’ for Pathe. The settings are in keeping with the gen- 
eral excellence of the production. They are the work of William Cam- 
-eron Menzies, who was art director for ‘“‘The Thief of Bagdad’’ and 

p- Futtin On The Ritz.” 

“One Romantic Night’ is high comedy, at once smart, sophisti- 
cated and daring. It abounds in sparkling dialogue. The action 
moves at a brisk clip, being accelerated constantly by the many unus- 
‘ual twists that spring naturally out of the story. 

Love is the backbone of the story. A lovely beauty, hidden from 
men till she has reached womanhood, suddenly finds herself besieged 
by.two ardent suitors, one a brilliant but humble commoner, the 
other a gay prince fresh from the mad frivolities of city life. Both 
men loved her, both men kissed her—her problem was to determine 
the right one. 

This theme throws open a wide field of exploitation possibilities 
for the promotion of the picture. Newspaper contests to determine 
the best method of courtship, how a girl is to know the right lover, 
the right kiss. Contests for married couples to find who of them’ 
had the most interesting romances. 

Ad Copy 

A challenge to all lovers! 

She defied love for-love’s sake! <A bewildering belle of royal line- 
age risked all for a commoner when her heart really belonged to a 
blasé young prince. She made him show his mettle as a man and 
as a lover. She turned a courtship of state into a warm-blooded, 
human and most thrilling adventure. 

Today a new love, a new romance, a new spirit of defiance and 
daring has sprung into being! It is the spirit of “One Romantic 
Night’’—night of love, night of life, night of great adventure! 

The last ‘word in romantic drama. A battle of wits and pulsating | 
sentiment! A love triangle that ended in high honors for\all! A 
manageable courtship that proved unmanageable! 

Smart, sophisticated, modern as Broadway, this sparkling comedy 
romance electrified New York theatre-goers with its crackling dialogue 
and powerful situations. Pounding with the pulse-beat of humanity, 
volcanic in its emotional stir, it sweeps on up to one of the screen’s 
most amazing climaxes. 


READE CIRCUIT 
ACQUIRED BY 
~— PUBLIX 


The first step in the vigorous 
expansion policy forecast by Mr. 


amount Publix Conventions, was 
taken with the acquisition on 
May 30th of 18 theatres in the 
well known Walter Reade circuit 
in New Jersey. Theatres have 
been placed in the division of 
Milton J. Feld. 


To Home Office executives the 
acquisition marks another oppor- 
tunity for the advancement of men 
to positions of responsibility. It 
has been definitely announced, 
however, that no changes in the 
personnel of the Reade company 
will be made, the operating staff 
in each house being taken over as 
well as the property. 

The purchase marks the entry 
of Paramount Publix into New 
Jersey. Additional developments 


in accordance with Publix policy| 


will doubtless be made. 

Theatres involved in the trans- 
action, all of them in New Jersey, 
are: / 


Theatre Town 
Strands ec eee Perth Amboy 
Majestic. .00 3. sone: Perth Amboy 
Ditmas (closed) ...Perth Amboy 
CLeSCORLY 8 koe uae Perth Amboy 
Plainfield (Under Construction), 

Plainfield 
PREOMC a ee eo tes Plainfield 
Strands eri ee Plainfield 
Embassy (closed)...... Freehold 
DULAC le <tc es Roe rte hope Freehold 
Carlton: 2276s en ey Red Bank 
Mayfair .......%.:Asbury Park 
Si James 2) Fok 28 Asbury Park 
[oViiG eee ers are ae Asbury Park 
SaVOV ee eee es Asbury Park 


Rialto (closed) ....Asbury Park 
Beach Theatre (almost com- 
pleted) Asbury Park 

Broadway (being remodeled), 
Long Branch 


Long Branch 


eee sec eee 


re ee ey 
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MUSIC NOTES 


TUTTE eee 

Bob Hamilton opened as feature 
organist at the Paramount, Des 
Moines, replacing Herbie Koch, 
who has been transferred to the 
Saenger Theatre, New Orleans, La. 

Willye Stahl has been appointed 
Musical Director at the Palace 
Theatre, Dallas, Texas, beginning 
June 16th. 


Lou Forbes has been engaged 
as Musical Director at the Par- 
amount Theatre, Atlanta, Ga. His 
opening date will be fixed by Mr. 
Friedl, which date will be subse- 
quently advised. 


Wesley Lord, formerly feature 
organist at the Saenger Theatre, 
New Orleans, La., has been as- 
signed as feature organist at the 
Paramount Theatre, Omaha, re- 
placing J. Thomas. There is no 
further assignment for Mr. 
Thomas. Lord’s opening date 
will be fixed by Mr. Pincus. 


Willard Moore, formerly District 
Musical Advisor for Omaha and 
Des Moines, has been appointed 
Manager of the Paramount Thea- 
tre, Des Moines, and will no 
longer act as District Musical Ad- 
visor for the Home Office Music 
Department on and after May Bhi ks 
1930. He will not be replaced as 
District Musical Advisor. 


SUT 
TEU TET 


Katz at both the Publix and Par- 


George Parrish has been ap- 
pointed as District. Musical Ad- 
visor in the South, with head- 
quarters at the Saenger Theatre, 
New Orleans, La., covering Dallas, 
Houston, San Antonio and -New 
Orleans. He began his duties ac- 
tively on May 24th. 


Only the finest of actors—egreat artists backed by a world of ac- 
complishment and experience—could vitalize this gloriously human 
story. “One Romantic Night” sparkles with the great performance of 
great players. ; 

Superb as a Broadway stage success; triumphant as a talking 
picture. 

All the artistry and excellence of a great cast at its best in one 
of the screen’s most engaging film entertainments. 

“One Romantic Night’? measures up as a big money-maker in 
every respect. It’s worthy of real showmanship. It offers you any 
number of angles to work from. And as entertainment it will back 
anything you say of it. 


excellent flash on crowded streets. 


NO PARKING! 


Manager Roy P. Drachman co- 
operated with police in marking 
no-parking zones on the streets of 
Tucson, Arizona. His signs read 
“No Parking! But remember that 
‘Song of the West’ opens a four- 
day engagement at the Rialto, 
Saturday.’’ Signs furnished an 


SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS 


Publix Theatres Booking Department 


_ PARAMOUNT PUBLIX 


EDDIE CANTOR IN “INSURANCE’’—(1 Reel). There is no doubt 
about this one going over. Action takes place in a doctor’s office. 
Eddie is being examined for insurance—the gags and method of 
putting them over may be left to the imagination. It moves 
rapidly and winds up with a song as Cantor alone can sing it. 
Sure-fire anywhere. 


“RESOLUTIONS” WITH BILLY HOUSE (20 min.) Billy House has 
adapted his vaudeville skit to the screen and it is just as funny 
as it ever was in the flesh. It tells the story of a fat husband 
who vows to be good but he just can’t. Humor lies in the sit- 
uations created during his attempts to fool his suspecting wife 
while he is making whoopee. Good hokum comedy which will 
undoubtedly get plenty of laughs. Being used now to close the 
‘show with “One Romantic Night’ at the Rivoli in New York, 
where it is getting excellent audience re-action. 


PATHE 


OOM PAH PAH (6 min.)—A clever fable that has all the elements 
of the best cartoons and means entertainment. It moves fast 
and will hold the interest from\ beginning to end. : 


THE GLACIER’S. SECRET (9 min.)—This is the third of the Vaga- 
bond Series. As the title implies, it takes you to the far north 
where the wonders of nature are brought to view with the aid 
of a dramatic word picture by Tom Terris. <A story is cleverly 
injected in order to heighten the interest. A subject which 
will lend class and a touch of variety to the usual program. 


COLUMBIA 

STAGE DOOR KNIGHTS (8 -min.)—Just a fair act with Lew Hearn 
and Buddy Doyle. Contains a lot of the usual hokum but lacks 
the pep which is necessary to put it over. Will serve as an 
opener on a three act front show. 

FIDDLIN’ AROUND (6 min.)—-A Disney Cartoon which lacks .the 
laughs of those which preceded it. Clever cartooning but that 
is all. 


R. K. O. 


PALOOKA FLYING SCHOOL (7 min.)—-Here we get an army in- 
structor teaching a flying corps the art of flying by means of a 
map. As he points to different parts of the globe, the usual 
wise-cracking accompanies it. For instance, the town of Quincey 
is followed by the crack that ‘It is the only town named after a 
sore throat.’’ Consider it a good novelty with which to open 
the show. 

VITAPHONE 


3897—HOLLAND (8 min.)—-A flash with Dutch atmosphere and 
singing and dancing girls all done in excellent colors. The 
special music by K. Jerome and dance creations by Jack Haskell 
‘combine to produce a colorful closing act. 


958—-BEN BERNIE AND HIS ORCHESTRA (8 min.)—Assisted by 
Francis McCoy who puts over ‘‘Hello Baby’’ a la Helen Kane, 
Ben Bernie goes through his paces with his usual jesting in 
between numbers which are rendered with pep. . Contains sev- 
eral novelties in the form of photography which add a touch of 
class to the act. he numbers played are ‘‘Sweeter Than Sweet,’’ 
“Have a Little Faith in Me,’* ‘‘Hello Baby,” and “Lady Luck.” 
A good flash ctosing number. 


f 


Ten Commandments! 


The fundamentals of business organization and manage- 
ment are the same whether in the motion picture business or 
in banking. Below appear ten general regulations which if 
put into practice by executives would result in. much more 
smoothly functioning organizations. As reprinted here from 
the Wall Street News, these commandments were laid down 
by Col. M. C. Rorty, vice president of the International 
Telephone and Telegraph Corp. 


1. Definite and clean-cut responsibilities should be assigned 
to each executive. 

- Responsibility should always be coupled with corres- 
ponding authority. 

No change should be made in the scope of responsibil- 
ities of a position without a definite understanding to 
that effect on the part of all persons concerned. 

No officer or employe occupying a single position in the 
organization should be subject to definite orders from 
more than one source. é 

‘Orders should never be given to subordinates over the 
head of a responsible officer. 

Criticisms of subordinates should, whenever possible, 
be made privately, and in no case should a subordinate 
be criticized, in the presence of officers or employes of 
equal or lower rank. 

No dispute or difference between officers or employes 
as to authority or responsibilities should be considered 
too trivial for prompt and careful adjudication. 
Promotions, wage changes and disciplinary action should 
always be approved by the officer immediately superior 
to the one directly responsible, 
. No officer or employe should ever be required, or ex- 
pected, to be at the same time an assistant to, and 
critic of, another. | 
Any officer whose work is subject to regular inspection 
should, whenever practicable, receive the assistance and 
facilities necessary to enable him to maintain an in- 
dependent check of the quality of his work. 

“The ten rules of good management enumerated by Colonel 
Rorty,’”’ the News comments editorially, ‘“‘are sanctioned by 
the dictates of common sense. Every one of the ten principles 


8 


10. 


laid down above is violated almost daily in some organizations. 
Where this is true there will be found only a second-rate or 
third rate concern. - The first class establishments in every 
branch of business in almost all instances are singularly free 
of the disrupting influence of office politics.” 
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ATLANTA SHOWMEN DEVISE 
MASTER PLAN TO ENHANCE 
EFFECTIVENESS OF PICTURE 


Publix Opinion takes ae te, 


its hat to Publicity Director 


N. Edward Beck of the Georgia-Alabama districts and District 


Managers Emmett R. Rogers and W. C. Patterson, for one of the 
most intelligently planned and showmanly picture presentation plots 
to come,to the desk of Your Editor for some time. 


Plan is for “Journey’s End,”’ 
and will be carried out by all man- 
agers in these districts, supple- 
menting Beck’s master advertis- 
ing campaign on the picture. Set- 
up is presented here as it was 
originally laid out for the Atlanta 
Paramount. Photostat of the 
front’ sketch made by Rogers, 


which accompanies. the presenta- 


tion and sales outline to all man- 
agers, is reproduced elsewhere on 
this page. 

“Presentation suggestions for 
‘Journey’s End’ as outlined here,” 
Beck states, ‘‘are a culmination of 
Divisional Director J. J. Friedl’s 
constant reiteration, on each trip 
over the division, that each pic- 
ture presents an individual mer- 
chandising and presentation prob- 
lem. As a result of Mr. Friedl’s 
insistence on this point, each pic- 
ture is given concentrated analysis 
and attention from the time book- 
ings are originally received. In- 
dividualized advertising cam- 
paigns are laid out, tested on the 
first run of the picture in the dis- 
trict, then revised and sent to all 
theatres for guidance. Whenever 
possible, effectiveness of a picture 
is enhanced by presentation 
touches, always tying them in 
with the advertising campaign. 
Presentation plot on ‘Journey’s 
End’ is* the most complete thus 
far, because the picture lends it- 
self to such treatment, but it is 
indicative of the intense thought 
expended on each picture by every- 
one in the Southeastern division.’’ 

Details, as set forth by Patter- 
son, are as follows: 

Front 

Entire scheme represents en- 
trance and interior of a dug-out, 
supported by rafters with muslin 
banner across the front, bayonet 
at each end. Three sheet posters 
have general appearance of bulle- 
tins used.at front during the 
World War. Posters to carry 
limited selling copy. Box-office 
is atmospherically treated. 

Inner Lobby 
_ Inner lobby is to represent in- 
terior of dug-out, complete in 
every detail. Lobby will have sus- 
pended ceiling, and there will be 


an entrance to separate rooms on 


either side of the grand stairway. 
‘Grand stairway will be cut off, 


- and one-third of it used as fire 


steps leading out of the dug-out. 
Entrance to dug-out will be com- 
plete in detail, using a towsack 
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FUNNY TRAILER 
SILENCES ’EM 


A new silence trailer, hu- 
morous in character but defi- 
nitely impressing the neces- 
sity of quiet during sound 
programs, has been com- 
pleted and soon will be sent 
to each city for the alternate 
use of Publix theatres there. 
Its cost is nominal and its 
running time is less. than 
ae minutes, according to 

A. M. Botsford. 

The trailer is a specially 
prepared Fleischer talkar- 
toon, demonstrating the use 
of the “‘gab-muffiler’’ in thea- 
tres. A talkative youth an- 
noys the rest of the audience 
with conversation about last 
night’s “party” until a 
neighboring patron drops a 
coin in a slot and a mechan- 
ical hand silences the noisy 
fellow’s mouth. The trailer 
will get laughs. 
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for the fire curtain. Upper end of 


stairway will be massed by a scene. 


representing front line trenches, 
and a flasher is to be provided be- 
hind this set piece to give appear- 
ance of bursting shells. 

On left side of lobby, a double 
deck bunk is to be built. Wall 
brackets are to be removed and 
interior lighting worked out with 
spots and hanging lantern effects. 
At center of lobby. there is to be 
a roughly hewn table carrying bot- 
tles, several tin cups, and a candle 
in a small flat can. Bunk will be 
furnished with blankets. Clothing 
and helmets are to be hung from 
edge of bunk on a nail. Floor is 
to be covered with a ground cloth, 
using tan side. Grand stairway is 
to be treated to represent a much- 
ly traveled, dirty, stairway leading 
from a.real dug-out. One of the 
dug-out supports is to be provided 
with a broken piece of mirror. 
Fire laws are to be considered in 
planning display. 

Auditorium 

Boxes are to be draped with two 
United States flags, one on each 
side, or United States and British 


flags, softly illuminated by spots 


during entire showing of picture. 

Flags and bunting to be secured 
for inside foyer—red, white and 
blue. 

Organ to be covered with red, 

white and ‘blue. bunting. Under 
no condition use flags for this pur- 
pose. 
- On wall brackets, inside house, 
green and blue lights should be 
used, and all overhead lights treat- 
ed likewise. 
. Uniforms 

If possible, secure Canteen 
worker’s uniform for organist. 
Same as that used during the war 
by Red Cross and canteen workers 
—grayish blue uniform, with over- 
seas cap. If impossible to secure 
this, be sure she wears an over- 
seas cap and blue coat. 

Doorman should wear officer’s 
uniform with cap. Ushers to 
wear doughboy uniform, and must 
wear tin helmets—to distinguish 
them from officers who will be 
present on Military Night. 

Cashiers should wear 
blouses and overseas caps. 

Program 
Show will run as follows: 
1. News. 
2. Trailers. 
Close in. 

On front of this show, in 
News and trailers, no effects on 
magnascope to be used. After 
close in—behind trailers—blue 
foots half way up. A dead pause 
of one minute. 

3. Organ Presentation. 

First—Muted trumpet, back 

stage; should blow a few 
bars of British Assem- 
bly, organist’s cue to 
start. ; | 

Organ Solo. 

1. Opens with “It’s A Long 

Way to Tipperary.”’ 
2. Segue to ‘“‘Roses of Pi- 
cardy.” 

NOTE:—During rendering of 

- “Roses of Picardy,” 
‘ground run with roses 
banked on either side of 

stage willbe illuminated. 

3. Segue to chorus of ‘“‘Pack 
Up Your Troubles.” 

4, Segue from first four 
bars of ‘“‘Tipperary,’’ to 
soft chorus of ‘‘Madelon’”’ 
—picking up first four 
bars of ‘‘Tipperary.” 

5. Segue to ‘‘Keep The 
Home Fires Burning.” 

At this point a soft blue light 

is turned on organist, and trav- 


white 


ACE PRESENTATION FOR “JOURNEY’S END” | 


IN THE FRONT LINE TRENCHES! 


This is the front which District Manager E. R. 
Rogers designed for “Journey’s End,” 


the Atlanta Paramount. 


eler is opened to presentation 
of canteen worker, around 
whom are grouped four men in 
uniform in an impressionistic 
setting. 

Soloist is first picked up by 
overhead stage lighting, sing- 
ing ‘“‘Keep The Home Fires 
Burning,’’ and as number is 
concluded, all overhead spots 
pick up group of soldiers to 
form proper picture. - 

At conclusion of song, title 
of picture, with fader down and 
slowed down considerably. on 
machine, is projected on scrim, 
as picture sheet is let in. 

Organ segues from ‘Keep 
The Home Fires Burning” to 
“Tipperary,” interpreted as bat- 
tle movement. Simultaneously 
opening of ‘“Journey’s End” 
hits scrim with picture sheet 
coming in, and movement is 
emphasized by organ on the 
opening shot where soldiers are. 
seen moving toward front. Or- 
gan fades out, as dialogue 
starts. 


Picture 

Picture is to be divided 
three acts, 
one minute, during which time ef- 
fect of booming of big guns is 
heard back stage, from effect ma- 
chine, or by the use of bass drum 
back stage. 

Introduction of ‘second act to be 
announced by muted trumpet 
playing two or three bars of Brit- 
ish Assembly. 

During the one minute intermis- 
sion, blue foots half way up, with 
cross lighting of green and blue. 

During scene of Osborne’s con- 
versation regarding his English 
garden, muted violin is to play 
chorus of ‘‘Tipperary,’’ perfectly 
timed by signals provided from 
booth to stage, using two lamps, 
red and white. ~Red light will be 
warning, white to start. 

In scene following death of the 
First Lieutenant, as Capt. Stan- 
hope rises to leave dugout, organ 
and muted violin combine in soft 
rendition of “It’s A, Long Trail,’’ 
which swells up as the picture 
concludes. 

During scene following explos- 
ion in entrance of dugout, all 
lights in theatre are to go blue, 
and gradually dim down as light 
in dugout: fades. 

During trench raid, interior 
lighting is blue. Augment boom- 
ing of guns with muffled boom 
of drum back stage, and burn a 
little gunpowder on a pan in the 
fan, so smell of gunpowder during 
raid will permeate atmosphere. 

Announcement of death of Os- 
borne—muted trumpet back stage 
sounds taps, very lightly, as if dis- 
tant. 


into 


Cues Written 

All cues are to be typewritten 
for Operators, Musicians, Stage 
Hands, Organist, Manager and As- 
sistant Manager. No instructions 
must be delivered verbally re- 
garding this presentation. 

It will be necessary to screen 


Intended to convey the im- 
pression of entrance to a dugout, banner across top is 
to be quite as crude as indicated, with bayonets thrust 
in each end. Posters have general appearance of bul- 

_ letins used at front during the war. 


pauses not to exceed | 


as sketched for 


Box-office, at 


SUGGESTED GAG 
FOR STUDENTS 
GRADUATING 


Summer graduation exercises 
for students throughout the coun- 


try are rapidly nearing. It is 
helpful, as a good will gesture and 
as a ticket-selling medium, for 
every manager to tie-in with them 
in some way. 

An offshoot of a merchants’ co- 
operative stunt common in girl’s 
popularity contests, where several 
trades men donate 
articles to the winner, can easily 


‘| be adapted to a novel lucky name 


contest. It follows. 

Promote two large eight day 
clocks. Remove clock faces and 
substitute circular cardboards 
with names of boy graduates on 
one, and girl graduates on the 
other. Place both clocks in lobby 
of theatre. If jeweler insists on 
getting more than a credit line, 
which the other merchants will re- 
ceive, place one of the clocks in 
his window with attraction copy 
in center of face. Announcement 
of the contest can be made at the 
graduation exercises, in the mer- 
chants’ windows and _ through 
stories in the local paper. When 
the clocks run down, the minute 
hand will point to the winners, 
who will receive the donated gifts. 

Here’s an idea for a good stunt 
—go out and put it over in an 
effective way!. 


“Journey’s End’’ to get proper 
time for these touches, and to put 
in the Ce points for Acts 1, 
2 and 3. 


PROP LIST 


1. Sketch for front attached. 
Ground roll on stage, in addi- 
tion to set to be used for ‘‘Keep 
Home Fires Burning.”’ 

2. Flasher for lobby to be used for 
bursting shell effect at mouth 
of dug-out. 

3. Rough hewn table and one 
bunk for lobby. 

4, Blankets, helmets, bottles, tin 
cans, cups, tallow candles, 
clothes, etc., for use in lobby. 

5. Swinging lanterns to hang on 
side of inner.lobby. These are 
not to be filled with oil but to 
have electric line dropped in- 
side. Olivettes, etc., to be used 
for indirect lighting. 

Brown ground cloth for lobby 

floor. 

. Broken mirror for lobby up- 

right at stairway. 

. I'wo United States flags, 2 Brit- 

ish flags. 

. Bunting to decorate organ and. 

inner lobby. 

10. One bass drum, to be used 
back stage for effect. One 
violin, and one cornet. If 
possible secure musician who 


Oo Co FO 


valuable’ 


center right, is atmospherically treated. Inner lobby. 
of theatre carries out impression created by this skill- — 
ful and intelligently planned front. Sketch is part of 

a complete presentation plot created for theatres in 

Georgia and Alabama playing “Journey's End,” by 

Rogers, W. C. Patterson and N. E. Beck. 


can play both instruments. 

11. Blouses and overseas caps for 
cashiers. 

12. Dough boy uniforms and hel- 
mets for ushers. 


Talent 

Four clean cut looking young 
men, preferably boys just out of 
school (try Military Academies) 
with full fighting equipment, hel- 
mets, guns, ete., which can be se- 
cured from National Guard. 

Soprano—Should be dressed in 
white blouse, grayish blue skirt 
and overseas cap. 


“BIG POND’ SMASH 


AS PRE-RELEASE 


Playing ‘‘The Big Pond’’ as-a 
pre-release, Manager Roy PP. 
Drachman of the Rialto, Tucson, 
concocted a successful campaign 
without a press sheet or manual. 
Arch Reeve sent a wire signed by 
Chevalier, congratulating Tucson 
on having the Western premiere, 
and asking for audience reaction. 


This was used in newspaper ads, 


on jumbo sheets in lobby and 
Postal windows, and as a herald 
for hotels.. It was good for a story 
in the papers, as well. 
Department store tie-up with 
copy “Don’t sleep in your tuxedo 


as “Maurice Chevalier does in ‘The — 


Big Pond’—use a pair of our Belt- 
less Pajamas,’ 


hat tie-ups were other phases of 
Drachman’s' exploitation effort. 
Engagement was coincident with 
annual ‘‘University Week,’’ and he 
concentrated on high school stu- 
dents from entire state, in town 
for the event. Midnight show for 
this group was packed. 


Drachman found “The Big 
Pond’ Chevalier’s most pleasing 
picture to date so far as male pa- 
tronage is concerned, with women 
liking him more than ever. 


BANJO BALLYHOO 


Ballyhoo of Manager H. T. 
Lashley of the Victory, Salisbury, 
N. C., on ‘‘Hallelujah,’’ was a ne- 
gro banjoist seated on a cotton 
bale in front of the theatre. Pre- 
view for prominent white people, 
newspapermen, negro ministers 
and negro college heads received 
wide publicity. Straight selling 
of all-negro cast, ete., turned the 


trick for Lashley, even in North 


Carolina. 


OPPOSITION HELPS 


Current attractions at the Saen- 
ger Theatre were announced at 
each performance in a tent show 
which played Hope, Ark., for a 
week. Manager Matt Press sold 
the idea with the argument that 
the tent show would have no re- 
turn patronage, and couldn’t lose 
business by making announce- 


ments to persons already inside. 


netted a knockout ~ 
window. Soda fountain and straw. 
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‘SOUND’ INFORMATION 
EMERGENCY TROUBLE 


by DR. N. M. 
Director, Department of Scientific Research, 
Sound and Projection 


We are all interested in reduc- 
ing to a minimum the time neces- 
sary to clear emergency troubles. 


tions which if followed will be of 
ecnsiderable assistance in this di- 
rection. 

The theatre manager’s first 
impulse when an emergency oc- 
curs which his projectionists can 
not handle, is to telephone the 
Service Engineer. However, be- 
fore doing this he should have his 
projectionists note any abnormal 
meter readings and make a rapid 
inspection of the equipment to see 
if he can find. anything that does 
not look normal. A projectionist 
should accompany the manager 
when he calls the Service Engineer 
to answer any questions which 
may arise as to the behavior of 
the equipment. The Service En- 
gineer will then be able to tell 
the projectionist what to do with- 
out the necessity for relaying his 
instructions. Obviously if the 
trouble can be cleared by this 
method the time required for the 
Engineer to reach the theatre will 
be saved. — 

It has often been found con- 
venient to have one projectionist 
in the booth with his head. set 
available to take testing instruc- 
tions from the projectionist on 
the telephone in the managers of- 
fice in case the Service Engineer 
desires any simple tests made. 
The projectionists can usually 
communicate with each other by 
means of the house telephone. . In 
this way, the Service Engineer is 
often able to have the equipment 
tested step by step, visualizing the 
results as they are given him over 
the phone. From the results of 
these tests the Engineer can fre- 
quently direct the projectionists 
to the source of trouble. The 
very abbreviated schematic dia- 
gram reproduced herewith should 
be preserved to assist the projec- 
tionist, should the occasion arise, 
to follow the telephoned jynstruc- 
tions of the Service Engineer more 
intelligently in locating trouble. 
The system shown is one very 
commonly used and the blocks, 
which represent various pieces of 
apparatus, are connected by two 
lines which represent the wires 
carrying the speech. 


A telephone call- such as de- 


scribed above, will also frequently 
enable the Service Engineer to de- 
termine what replacement parts 
are necessary, if any, and obtain 
them from Emergency Stock be- 
fore leaving. Visualize for a mo- 
ment an emergency trouble which 
might come up in the middle of 
the show, caused by the break- 
down of some parts or pieces of 
apparatus which would have to 
be replaced from an HEmergency 
Stock. Should the Service En- 
‘gineer report immediately to the 
theatre without receiving any in- 
dication of the nature of the 


trouble it is quite possible that 


HEAD-SET TEST 


Diagram shows where head-set may be attached in sound repro- 
ducer system in trying to locate trouble in an emergency. See article 
above for detailed explanation. ; 


NOTE: 


UNIVERSAL BASE 
MACHINE #1 


valuable time will be lost if re- 
placement parts are needed. This 
possibility would be removed if 
the Service Engineer could deter- 
mine by phone from the projection 
room staff what is needed. 
could then bring any necessary 
replacements with him or arrange 
to have them at the theatre by 
the time he arrives. 


telephone but not until you can 
give the Service Engineer the in- 
formation he needs to handle the 
matter with the least lost time. 
And after all, when the show is 
stopped, time is everything. 


BALLYHOO DISCS 


“Dangerous Nan McGrew”’ 
‘Safety in Numbers” are ready for 
delivery in any quantity, accord- 
ing to HE. H. Kleinert of the Mu- 
sic Novelties department. 
are twelve inch discs, double sid- 
ed, and will cost $1.50 each. They 
may be ordered direct from Klein- 
ert. 


from her picture on the one disc, 
while the other features Buddy 
Rogers in numbers from his new- 


in addition to selling talks about 
the pictures. 


UPON SUGGESTION OF SERVICE ENGINEER ONE WIRE 
MAY TEMPORARILY BE REMOVED FROM MARKED 
“X* AND HEADSET RECEIVER ATTACHED. 


SCHEMATIC DIAGRAM OF 2-SX-41 
WESTERN ELECTRIC SOUND SYSTEM 


SHOWING SPEECH WIRING ONLY TO APPARATUS 


LA PORTE 


He 


In an emergency, reach for the 


AVAILABLE NOW 


The new ballyhoo records on 
and 


They 


Helen Kane sings two songs 


est film. The singing on both is 


A. M. Botsford stresses the 
value of this new type of bally- 
hoo discs in connection with radio 
use. They have definite entertain- 
ment value and should be wel- 
comed by stations presenting rec- 
ord programs. 


Uses Trick Zep Model As 
Plug For “Lost Zeppelin”’ 


Exploiting ‘‘The Lost Zeppelin,” 
Manager Ted Emerson of the 
Strand, Des Moines, used a minia- 
ture Zeppelin mysteriously sus- 
pended in a shadow box, in his 
outer lobby. 
used to plug the ‘‘Mighty Mon- 
arch of the Air,’’ was furnished by 
a Majestic radio dealer. Also used: 
to good effect by the Brooklyn 
Paramount, it may be procured 
through radio dealers or the 
Grigsby Grunow Co., Chicago. 


Tie-up Nets Distribution 
Of One Million Pluggers 


Milt Lévy of the Chicago exploi- 
tation staff procured distribution 
of a plugger in all April electric 
light bills in Chicago, a circulation 
of over one million. One side ecar- 
ried ‘‘Paramount on Parade” ad, 
other a Philco ad. Cost of print- 
ing was split three ways, between 


Publix-B. & K., Philco, and the} 


Edison Co., which also distributes 
Philcos. 


TERMINALS 


No. 1, rue Meyerbeer Paris. 
was previously stationed in Berlin. 


Display, ordinarily | 


FOREIGN DEPT. 
ANNOUNCES 
PROMOTIONS — 


The roster of Paramount Pub- 
lix promotions grows to more im- 
pressive proportions with the an- 
nouncement of changes in the 
Foreign Department that indicate 
the beginning of a concentrated 
effort to more fully exploit the 


foreign market. 


Gus J. Schaefer, formerly gen- 


eral sales manager for central 


Europe and the Baltics is elevated 
to the position of General Man- 


ager of distribution for Continen- 


tal Europe with headquarters at 
He 


The new general manager of 
France, Belgium, Switzerland and 
Egypt is D. Souhami, formerly 
Managing Director of Italy. 


A. Aboaf, formerly manager of 
distribution in Italy, is now Gen- 
eral Manager of Italy with head- 
quarters in Rome. Austria, Po- 
land, and the Baltics form_ one 
unit under District Manager BH. J. 
Lipow, who will operate out of 
Vienna. Lipow was special field 
representative in the territory he 
now manages. 

A. Ullman, until now. man- 
ager of the Paramount Theatre in 
Paris, has been appointed General 
Manager of all Paramount thea- 
tres in France and Belgium. 


Know 


WM. R. ENGLEHART 


William R. Englehart, manager of 
the Somerton, Somerton, Arizona, and 
t he _ Lyric, 
Yuma, is a 
native of Den- 
ver. He at- 
tended gram- 
mar and high 
school __ there, 
then spent two 
years at the 
Colorado Busi- 
ness College in 
Boulder. 

Upon leav- 
ingschool 
Englehart be- 
came window 
display man 
for the Morey 
Mercantile Co. 
in Denver, but 
gave this up 
to go to Los 
Angeles, where 
-he joined a 
road company 
of ‘‘ Chin 
Chin’’ as 
Wm. R. Englehart 2 song and 

| dance man. 
Musical comedy stock in Denver fol- 
lowed, and for the next few years 
Englehart traveled with various road 
attractions, playing in musical com- 
edy, tab shows and dramatic stock. 
From 1925 to 1927 he managed the 
Zaza Theatre, Denver, and in October, 
1927, joined Rickards & Nace. He was 
appointed. manager of the Somerton in 
July, 1929, and when sound was in- 
stalled at the Lyric, Yuma, was also 
given supervision over that house. 


LAWRENCE P. WEAVER 


Lawrence P. Weaver, manager of 
the Rialto Theatre in Phoenix, Arizona, 
started his 
theatrical ca- 
‘reer at the age 
of 15 as a pro- 
jectio nist, 
while yet in 
high school, 
working for 
Pacific South- 
west Theatres 
in San Diego, 
California, 

Contin - 
uing as a 
projec- 
tiionist, 
Weaver enter- 
ed the employ 
of the Rick- 
ards and Nace 
theatrical en- 
terprises in 
1926, at Yuma, 
Arizona. ‘He 
was | later 
transferred to 
as 


Lawrence P. Weaver 


at the Orpheum Theatre. 

When the Rickards & Nace thea- 
tres merged with Publix, Weaver was 
appointed manager of the Rialto Thea- 
tre in Phoenix, his present assignment. 


MANAGERS’ 


Question 


1. Under normal conditions 
should box office sales be stop- 
ped at any time? 


Answer 


“1. No.¥fall available reserve 
space inside the theatre has 
been filled with patrons wait- 
ing for seats, the box office sale 
should continue and _ ticket 
holders be lined up on the side- 

- walk in such a position as to 
be most conveniently accessible 
to the theatre entrance with- 
out interfering with city or- 
dinances. 


The stopping of ticket sales 
means a slowing up of fills and 
refills when seats are available. 
In order to get waiting patrons 
into seats in order to catch 
the beginning or as near the 
beginning of the performance 
as possible, for their own con- 
venience and for the benefit of 
their presence at this time on 
our subsequent spills and con- 


__“MEET THE BOYS! - 
YOUR ORGANIZATIO 


BLANCHE L. HATTON 


Miss Blanche L Hatton, able man- 
ager of ‘the Mission Theatre in Albu- 
: querque, New 
} Mexico, _ hails 
from Attica, . 
Indiana. She 
attended the 
Attica schools 
and the Indi- 
ana State Nor- 
mal School in 
Terre Haute, 
working as 
, cashier in var- 
4) ious Attica 
theatres while 
still in high 
school. 

_ After finish- 
ing her teach- 
ers’ course, 
Miss Hatton 
resolved not to 
teach school, 
and continued 
her work as 
eashier, work- 
‘ing in the 
cost account- 
Blanche L.. Hatton ing  depart- 

ment of an 
Attica industrial plant in the daytime. 
In 1920 she accepted the managership 
of the Lebanon, Ind., theatres. With 
a change of ownership in January 1924, 
Miss Hatton went to Alburquerque, 
Becoming manager of the Ideal Thea- 
tre there. Miss /Hatton remained in 
this capacity as the theatre passed into 
the hands of the Dent interests, and 
finally Publix, when it was remodeled 
and renamed the Mission. 


FRANK E. DRACHMAN 


Frank E. Drachman, manager of the 
Opera House in Tucson, Arizona, has 
been the man- 
ager of that 
theatre since 
he was eight- 
een. He comes 
from a theatri- 
eal family, his 
father, E. 
Drach- 
man, having 
been one of 
the partners 
in the Broad- 
way and Rial- 
to Theatre 
Compan- 
ies, nucleus 
of Publix in- 
terests in Tuc- 
son. 

Born in Tue- 


son, § Drach- 
man received 
his grammar 
and high 
school educa- 
tion in the 


Frank E. Drachman public schools 


: there, later at- 

' tending the University of Arizona for 
one year. While at the University he 
became a member of the Sigma Alpha 
Epsilon Fraternity. 

\ Immediately after leaving college in 
1926, Drachman became manager of 
the Opera House, continuing in_ this 
capacity up to and following its affilia- 
tion with Publix. 


Front House Operation 


The question appearing below is designed as a self- 
quiz for ali anxious to improve their standing in show- 
manship through self-education. 
those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


SELF QUIZ! 


Get information on 


sequent refills, it is necessary 
to have them as near ready to 
pass in to the auditorium as 
possible. Oftentimes patrons 
who have to wait in the ticket 
line will walk away rather 
than wait their turn to buy 
tickets. This is true particular- 
ly when the line is not moving. 
If we can sell them tickets 
. without delay they are usually 
content to wait until such a 
time as seats are available. 


NAUTICAL DISPLAY 


“True to the Navy’’ was herald- 
ed at the Michigan, Detroit, with. 
a lobby .display of model ocean 
liners, battleships, and $50,000 
worth of motor boats. Models 
were obtained from steamship 
lines and similar sources. . Entire 
display was insured for $200,000, 
which made another story in the 
city press. Art Schmidt’s staff 
handled it. 


JOHN D. PAXTON 


John D. Paxton, City Manager super- 

vising the Palace, Ellanay and Wig- 
wam Theatres 
in. El Paso, 
Texas, has 
been in the 
motion. picture 
business since 
1909, when he 
owned and op- 
erated t he 
Theatorium 
Theatre in 
Paris, .Texas, 
£°O P28. 15x 
months. 
' Disposing of 
/ this house, 
Paxton went 
with Paris 
Theatres, Inc., 
and for ten 
years operated’ 
theatres in 
Paris, Corsi- 
cana, Ennis 
and Sherman, 
Texas. 

Association 
with Dent 
Theatres of 
Texas, Inc., followed, and after an 
assignment as City Manager in Paris, 
Paxton was transferred to El Paso in 
September, 1926, as City Manager of 
the Palace, Ellanay, Wigwam, Texas 
Grand and Unique Theatres. When 
these theatres became Publix opera- 
tions in October, 1929. Paxton con- 
tinued in his capacity of city manager. 


T. M. HERVEY 


T. M. Hervey, manager of the Wig- 
wam Theatre in El Paso, Texas, left 
school in In- 
dianapolis at 
the age of 17 
to work as of- 
fice boy in a 
brokerage 
firm. | By the 
time he was 
25 he had 
opened a bro- 
kerage _ office 
there on his 
own account. 

Leaving In- 
dianapolis in 
19038, Hervey 
went to Am- 
arillo, Texas, 
again going 
into the bro- 
kerage _ busi- 
ness. In 1905 
he transferred 
his office to El 
Paso, continu- 
ing there until 
1913. 

In that year 
Hervey made 
a connection with Davis Bros. & Ful- 
kerson, managing the Bijou, El Paso. 
In 1915 he purchased the Unique, oper- 
ating it until 1923, when he sold out 
to the Dent interests. He built and 
opened the American, again selling out 
to Dent in 1927, but remaining with 
the firm as manager of the Wigwam 
and American: He continued as man- 
ae of the former upon affiliation with 

ublix. 


John D. Paxton 


T. M. Hervey 
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CAREFUL ANALYSIS OF TASK 
ELIMINATES POSSIBILITY OF 
FLUCTUATION IN GROSSES 


Campaign of V. L. Wadkins, manager of the Montgomery Para- 
mount, on refrigeration and bargain matinees, is pointed out by 
Division Director J. J. Friedl as a.splendid example of carefully 
analyzed selling, aimed to prevent any fluctuation in grosses with 
the close of school and on-set of hot weather. 


Wadkins devised a program 
which includes lobby, marquee, 
screen, newspaper advertising, 
newspaper publicity, _and _&k 
ploitation. In detail, his activity 
is as follows: 

Lobby 

Two weeks in advance of school 
closing, 5 set pieces in lobby and 
within house with 35¢,. bargain 
matinee price, prominently dis- 
played, with icy effect to sell re- 
frigeration simultaneously. 

All posters, three sheets, set 
pieces, etc., carry special icy 
masking with line “Healthfully 
Cool’; small circle worked into 
lower left of masking with ‘Now 
Showing”’ and attraction ; circle at 
lower right with 35c in icy letters. 
Hight foot display board selling 
matinees and refrigeration placed 
before box office at 10 P. M., re- 
maining until 1 P. M. Special dis- 
play board in front after 1 P. M., 
giving official weather bureau 
temperature report on one side, 


temperature within theatre on 
other. See \ 
Beaver board icicle banner 


around marquee, copy in front 
“We Manufacture Our Own 
Weather,’”’ on end pieces “Health- 
fully Cool.” : 

Special trailer for two weeks in 
advance of school closing (copy 
below). One frame trailer at 
Strand, announcing attraction and 
85c bargain matinee. Refrigera- 
tion trailer secured from home 
‘office advertising department. 

Ads 

Iey sig cut in all ads; matinee 
price prominently displayed in all 
ads two, weeks in advance of 
school closing, to dominate in ad 
on day after schools close, remain- 
ing at top thereafter. Institution- 
“al copy on cooling plant in open- 
ing day ads on new attractions. 
Special cooling plant ads two suc- 
cegsive Sundays after schools 
close. _- ae 
Cartoon, on cooling plant in 
Sunday Montgomery Advertiser, 
Special stories on cooling plant in 
Journal, May 17th; Sunday Adver- 
tiser, May 18th. 

Exploitation 

Tie-up with Advertiser on Visi- 
tor’s Day, Sunday, May 18th, be- 
tween 1 and 2 P.M. Engineer, in 
white overalis, explained cooling 
plant to visitors, Exposed coils 
frosted; placards with institution- 
al copy in engine room. Tie-up 
with bottling company which 
served cold drinks to visitors, run- 
ning co-op ads. 

Tie-up with Journal for co- 
operative merchants’ advertising. 
Merchants offer morning bargains, 
urge women to shop during morn- 
ing hours, then rest and cool off 
at Paramount, etc. Breaks day 
after school closes. Merchants 
devote window displays, distribute 
heralds; theatre plugs early shop- 
ping on screen. 

Electric refrigerator tie-up, ma- 
chine displayed in lobby, coils 
frosted, appropriately placarded. 
Co-operative ads. 

Tie-up with street car lines, 
eards on front:‘of all cars with 
“ride street cars to Paramount 
bargain matinee — 35c, 11 to l 
P. M.—healthfully cool, ete.” 

Cloth banner across ‘street; 45 
A boards. on prominent corners, 
‘one side on 35¢ matinees and. re- 
frigeration, other on current at- 
traction; three-sheet at Empire 
Theatre; four art standees in 
downtown merchants’ , windows; 
4000 circus heralds in cheaper 
residential sections, featuring bar- 
gain matinees, refrigeration, cur- 
rent attraction; 200 standees sell- 
ing refrigeration in merchants’ 
windows throughout city. 
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BETTER TIE-UPS 


Bruce Powell of the candy 
sales department requests all 
publicity men to communi- 
cate with him at the home 
office when they contemplate 
candy or chewing gum tie- 
ups in the exploitation of 
any pictures. : 

“Our direct contact with 
manufacturers of these prod- 
ucts makes it possible for us 
to assist in the arrange- 
ment of more advantageous 
tie-ups if we are given the 
opportunity to do so,’ Pow- 
ell says. ‘‘We will be glad 
to co-operate in such in- 
stances and can obtain more 
satisfactory agreements than 
could be reached with local 
distributors.”’ 
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“Wadkins depends on the news- 
papers and heralds in parcels from 
leading stores to carry his mes- 
sage into the better homes of the 
city,’ Friedl stated. ‘Street car 
cards give him good representa- 
tion in residential sections and 
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downtown; heralds for cheaper 
residential sections emphasize 
matinee price. Banner, A boards, 
window displays and standees will 
ver downtown sections, Trailer 
at the Strand, which has a lower 
scale of prices, should influence 
regular patrons there to attend 
bargain matinees at the Para- 
mount as well.’’ 

Special trailer used by Wadkins 
is as follows: 


ix) 


WE MAKE OUR OWN 
WEATHER! ! 


When you enter the PARA- 
MOUNT, breathe deeply. 
You are in an atmosphere of 
MANUFACTURED WEATH- 
ER, Regardless of the sea- 
son, the weather, or the size 
of the: crowd, you will al- 
| ways find these pleasant 
| health-giving conditions. 
5 é 


Come to the PARAMOUNT 
—the air that we give you 
to breathe is no less pure, 
sweet and invigorating than 
the wine-like air which 
sweeps over mountain tops 
and fragrant meadows—the 
kind of air which thousands 
seek on vacation days. The 
PARAMOUNT is a healthful 
summer resort. 


Every five minutes, 


every 
- particle of aif in the thea- 
tre is replaced with a fresh 


one—cooled, cleaned and 
dehumidified. No draughts, 
no chills, no unevenness of 
| temperature—just ideal cli- 
mate —- temperature never 
more than 75 degrees F., 
relative humidity 55%. 


intelligent copy that fits in with 


bama, Birmingham. 


terson. 


Ben Ames 
Margaret Cul 


Birmingham... . for the 
Last Time I’m Broadcasting! 


I've told you every day this week that 
“YOUNG MAN OF MANHATTAN” is 
the best picture | have seen in years. 

* Please understand when | tell you this, 
that my job is looking at pictures. 


Understand further that when it comes to- 
pictures I'm “‘hardboiled’’ and hard to 
please. I've been looking at them for 
years, have seen many and liked but few, 
but I'm.shouting from the housetops, that 
this one suits me to a ““T.”” 


Here's your chance to make me out a liar. 

o it if you can, | dare you. See 

“YOUNG MAN OF MANHATTAN,” 

and IJ'll guarantee that you will never have 

been more delightfully entertained. - If 

» Not, dome on to me and. I'll be glad to 
take any “‘cussin’ ” you may give. 


Scan this layout idea—worth remembering—and the 


paper advertising campaign on “Young Man of Man- 
hattan” pictured here was originally set up by Dis- 
trict Publicity Director N. Edward Beck for the Ala- 
It is being duplicated by all 
theatres in districts of Emmett Rogers and W. C. Pat- 
Saturday Evening Post cover mortise which 


CAMPAIGNS TO COMBAT SUMMER SLUMP 


= 


Mothers’ Day Gag 
Worked With Aid 
of Printer 


An excellent stunt for Mothers’ 
Day has been reported by David 
Davidson, publicity director for 
Publix Greater Talkie Theatres of 
Detroit. 


From the flower association, |. 


Davidson obtained a cut showing 
a mother holding flowers with 
copy reading “Remember Mother 
—Send her flowers on Mothers’ 
Day—tThe best flowers can be pur- 
chased at—.”’ 

Taking this to a-printer, David- 
son had twenty proofs prepared 


free of charge on speculation, 
there being no obligation incurred 
if the stunt did not go through. 
Space on the proofs was left for 
theatre announcements. These 


were taken to local florists who in | 


every case agreed to pay for print- 
ing the heralds. 

So well did the individual thea- 
tre managers do with their con- 
tacts that 32,500 free throwaways 
were prepared for them. Heralds 
contained the proper copy for the 
flower shop dealers, and lower 
half was devoted to theatre and 
picture copy. Seven different 
theatres were represented in the 
tie-up. | 


Point to remember in working 
stunt of this sort is that finished 
proofs make it easy to sell the gag 
to merchants, and many printers 
will take a chance on preparing 
the proofs at no initial cost. 


it! Master news- 


mopolitan or Libe 
ture pictures with 


ey 
= 


SMART LAYOUT— AND SMART COPY! 


ry 


borders all ads measures 3 col. 744 inches, with space 
available for short, subjects, sig cut, etc. No illustra: 
tions are used, because of the comparatively unknown 
cast; border is so distinctive that 100% attention value 
is assured. Idea is adaptable on any picture from a 
story which enjoyed magazine serial popularity—Cos- 


rty cover can be reproduced for fu- 
equal effectiveness. 
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Year’s Outstanding Picture; 
THE: SATURDAY EVENING POST’S— 


most talked of-story last year, when it appear- 
ed in serial form; read by millions, 


BEST SELLER AS NOVEL; 
Ranked Tast year, NOT as one of the ten, but 
as the FIRST of the ten best sellers, 


KATHERINE BRUSH, THE AUTHOR; 
‘Who sprung into immediate fame as the result 
of this her most famous work. % 


CLAUDETTE COLBERT— 

as: Ann Vaughn the captivating wife. Remem- 
bered by thousands for her work in ‘The Lady 
Lies,” oS z 


NORMAN FOSTER; ‘ 

As Toby McLean, the husband; Star on Broad- 
way of “BLUE MOON,” a sure hit on the talk- 
ing screen, € 


CHARLES RUGGLES; 
As Shorty Ross, the friend; More comical than 
- ever, laughing his way thru the story, 


GINGER ROGERS; 
As Puff Randolph, the flapper pest; A perfect 
type, whom you want to either kiss or kill., 


A DIFFERENT STORY; _ 

Not a single song, not a revue, nothing to do 
with the stage, a NEW type of story. 
SUPPOSE YOUR WIFE— ; 
earned more than you did, would it ‘‘gripe’’- 
you,, Ann Vaughn did, and it “griped” Toby 
McLean. i 

A DARING FRANK DEPICTION— 


of m@dern marriage. with all the trials and 
- tribulations of two near famous people. 


e 


j 
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| COOL ’EM COPY! 


Trailer Copy, Alabama 
Theatre 


Yep! It’s Hot Outside! 
The old pavements on 
ist, 2nd and 3rd Ave- 
nues are boiling—-BUT 
—‘‘Ain’t WE Got Com- 
fort? 


flash 


That’s something to re- 

member folks, that — 

when it’s as hot as 

that place we can’t af- | 

ford to mention, out- \ 
side, it’s STILL THAT 

FIRST BEAUTIFUL 

SPRING DAY in THE 
ALABAMA. 


flash 


WHY?:s ’Cause, here 
we manufacture our 
OWN weather to suit 
the occasion! Old man 
summer, can do his 
stuff outside, but in 


here that first breath ~ 
of Spring still prevails. 


‘flash 


And “there's an idea! :2¢) 
When you have to do | 
that shopping, get all 
tired out and bothered, 
so hot you can hardly 
earry on, drop it all, 
come in and be cool, 
comfortable and relax, 
while you see— 


“THE BEST SHOW IN 
TOWN” 


flash 


REMEMBER! 
We open at 11 A. M. 
and till one o’clock our 
admission price is only 
25¢ 


DON’T STAY HOT! 
GET COOL AT THE 
ALABAMA 


flash 


Levy Gets Free Air Plug - 
On Wedding Ring Tie-Up — 


Milt Levy of the Publix-Bala- 
ban & Katz exploitation staff in 
Chicago procured an hour’s radio 
broadcast and distribution of 800 
window cards by tying in the love 
interest in ‘High Society Blues’’ 
with the True Wedding Ring Co. 
Cards bore photo of Gaynor and 
Farrell, and plugged the picture 
at the Chicago and the radio hour. 
Company has branches and deal- 
ers in other cities, Levy advises. 


Sturdivant Treats Boys 
And They Reciprocate: 


Liberty magazine carriers in In- 
dianapolis were entertained at a 
special showing of ‘Light of 
Western Stars’ at the Indiana 
Theatre. In return they distribut- 
ed 10,000 roto-heralds for Public- 
ity Director B. V. Sturdivant. 

Similar stunt with Saturday 
Evening Post carriers procured 
distribution of 300 processed cards 
on technicolor in ‘‘Paramount on 
Parade,’’ and 5,000 heralds. 


GOLFING TIE-UP 


Miniature golf course in New 
Orleans plugged “Spring is Here’’ 
at the Strand for Manager W. H. 
Mahoney, who offered three passes 
for the lowest scores turned in 
daily. 


{ 
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J. A. KOERPEL—A SALESMAN, 


A SHOWMAN AND A SCHOLAR | 


J. A. Koerpel, recently appointed Division Director in charge 


of the Carolinas and Tennessee for Publix, left the public schools 


when he was ten years old and became a pharmacist’s apprentice, 
but that was only the beginning of his education. 


He continued his studies, en- 
tering night school, and after 
spending three years as a drug- 


gist he gave it up in order to de- 


vote all his time to studying med- 
icine, with the intention of be- 
coming a physician and surgeon. 
At eighteen, however, the uni- 
versal urge to move west hit him, 
and he withdrew from college to 
accept a position as travelling 
salesman for a lace and button 
house. His territory was Wyom- 
ing, Montana, Utah, and the 
Dakotas, and he travelled the 
West in the days when a sleeper 
jump was a luxury, and he was 
lucky if he didn’t have to make 


his towns via stage coach. 

From selling lace and buttons, 
Mr. Koerpel progressed to selling 
paint, and as representative of the 
Sherwin-Williams Company: he 
made his home in Omaha. Then, 
in 1904, when he was twenty-four 
years old, he returned to New 
York and entered the motion pic- 
ture field, in which he has ‘been 
ever since, establishing a record 
for experience in the industry 
which is excelled by few. 

Opens Theatre 

Mr. Koerpel opened a theatre at 
138th Street and Alexander Ave- 
nue, and it was so successful that 
in short order he opened four ad- 
ditional houses. These five Koer- 
pel theatres constituted one of the 
first ‘‘circuits’’ in the Hast, and in 
them he gained a tremendous 
amount of experience which per- 
haps accounts for his rapid ad- 
vancement with Publix in the 
comparatively short time for 
which he has been associated with 
this organization. 

If not the first, Mr. Koerpel was 
surely one of the first to realize 


that music and sound effects were 


an important adjunct of motion 
picture presentation, and even in 
1904 he added a trap drummer to 
his orchestra, provided him with 
fifty different effects, and saw to 
it that his pictures were cued and 
played as accurately and appropri- 
ately as possible. At this early 
date he also went in for a ‘‘pre- 
sentation,’’ in addition to his pic- 
tures, to enhance the entertain- 
ment value.of his programs. Song- 
slide singers, magicians, fortune- 
tellers and mind readers were his 
added attractions. 

Mr. Koerpel was an exhibitor 
when the big producers were Vita- 
graph, Biograph, Hssanay, Lubin, 
Kalem, Selig and Edison, and his 
posters featured the names of 
John Bunny, Flora Finch, Arthur 
Johnson, Maurice Costello, and 
Broncho Billy. Mary Pickford 


and Francis X. Bushman rated 
lights then too, as now. He saw 
Edison’s Cameraphone, the first 
talking picture device, come into 
being, but because he did not find 
the imperfect synchronization to 
his liking he silenced the recorded 
voices and had a man and woman 
speak the lines from the pit. 

Organized Exhibitors League 

When Federal censorship first 
reared its head, Mr. Koerpel, in 
company with Samuel Trigger, or- 
ganized the first Exhibitor’s 
League in the City of New York, 
or, as far as records show, any- 
where else. His work in this con- 
nection attracted the attention of 
P. L. Waters, General Manager of 
the General Film Company, who 
was successful in inducing him to 
dispose of his theatres and enter 
the employ of that organization, 
then the colossus of filmdom. Be- 
ginning as a salesman he advanced 
successively to the positions of as- 
sistant manager, manager, and di- 
vision manager, and while he was 
working in the latter capacity the 
company was ordered dissolved by 
the Government. 

Immediately associating himself 
with the World Pictures Corpora- 
tion, Mr. Koerpel was sent to Phil- 
adelphia as manager, became dis- 
trict manager, and was finally 
transferred to Seattle, where he 
remained for four years as divis- 
jon manager. Then Felix Feist, 
World’s general manager, went 
with Samuel Goldwyn, and Mr. 
Koerpel came along as West Coast 
district manager for the Goldwyn 
Distributing Corporation. Later 
he was made division manager for 
New England, and by the time 
Goldwyn and Metro merged, he 
was division manager for the 
Middle West, stationed in Cleve- 
land. 

Shortly after this merger Mr. 
Koerpel was engaged by First Na- 
tional as their European General 
Director, and was sent to Paris to 
open up direct distribution 
through branches in twenty-one 
countries. Making his headquar- 
ters in Paris, he travelled over all 
of Europe, Egypt, Palestine and 
Syria. . : 

Activities Abroad 

In Paris, Mr. Koerpel made the 
first motion picture presentation 
to the Chambre Syndicate, in an 
effort to have the noninflammable 
film act vacated. Here, too, he 
exploited the first American long 
run picture in France, with the 
opening and showing of ‘‘The 
Lost World.” 

In connection with his European 
activities, Mr. Koerpel also had oc- 
casion to visit South America and 
the Orient, preparatory to direct 
distribution. 

Owing to the illness of Mrs. 


ATTRACTIVE FRONT 


Don Hoobler cites the front reproduced here as an example of in- 
telligent and inexpensive adaptation of a manual suggestion. Executed 
by Peoria District. Poster Artist “Dusty Rhodes,” the garden wall of 
this front at the Madison, Peoria, is in a stippled shade of rose, with 
air-brush paintings and artificial wisterias, cocoa mats and palms. 


KNOW YOUR ORGANIZATION! 


depend upon theirs. 


our tasks enjoyable. 


These Publix personalities depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and 
For this reason, PUBLIX OPINION is devoting 


an important part of its space to these brief biographical sketches. 


J. A. KOERPEL 


Division Director 


Koerpel, from which she was nev- 
er to recover, Mr. Koerpel return- 
ed from Europe in 1928 in order 
to bring her home. In November 
of 1928 he became connected with 


the Publix Theatres Corporatior. 
Appointed Tennessee District 
Manager in March, 1929,. Mr. 


Koerpel was later sent to Cleve- 
land to assist in the reorganiza- 
tion of the circuits taken over in 


Ohio, Indiana and Kentucky. He: 


received his present assignment. 
as Divisional Director, on January 
Lp 193.05 


As we stated at the outset of 
this’ sketch of/Mr. Koerpel’s color- 
ful career, leaving school was but 
the beginning of his education. 
He has never stopped studying, 
and his faculty of absorbing and 
adapting everything he has found 
in books and in his daily contacts 
over a long. period of successful 
endeavor has been a decided fac- 
tor in his rapid rise with Publix. 
He is today, among other things, 
an accomplished linguist, speaking 
French, German, Spanish and 
Italian with equal facility. 


Lobby Ideas Successful 
On Chevalier Picture 


Ten days in advance of ‘‘The 
Big Pond’’ at the Florida, St. Pe- 
tersburg, Manager Walter Morris 
spotted a miniature ‘‘pond”’ in his 
lobby. In it were fishing weights, 
with ‘‘eyes’’ at each end, and num- 
bered tags attached. Cards in- 
vited patrons to try their luck in 
“The Big Pond’’ with the small 
fishing rods supplied. Patrons 
were given two chances to hook 
a weight, with lucky numbers ex- 
changeable for passes. 


Postal supplied Morris with a 
large map of the world, on which 
the Atlantic was labelled ‘‘The Big 
Pond.’ From Venice, Paris, New 
York and Cleveland ribbons ran to 
small cards bearing copy such as 
“He met her here,’’ “‘“He wooed her 
here,’’ ete. Map was moved to 
downtown Postal window on open- 
ing day, and displayed with ap- 
propriate date copy. 


MOTHERS’ MATINEE 


Initial institutional publicity ef- 
fort of Thomas H. James, in Nor- 
walk, Conn., who was recently 
transferred from Boston to man- 
age the Regent there, a new Pub- 
lix operation, was a Mothers’ 
Matinee, on Mothers’ Day. Ad- 
mission was by coupon from the 
Norwalk Hour, leading daily; tie- 
up resulted in front-page stories. 


Bank Co-operates on 
“Sarah and Son” Stunt 


Bank and newspaper tie-up of 
Manager L. H. Davidson of the 
Capitol, Sioux City, on “‘Sarah and 
Son,’’ resulted in plenty of pub- 
licity. Bank offered a $10 account 
to first child born between 8 A. M. 
and 11 P. M., on the picture’s 
opening day. Preview for the 
P. T. A., Women’s Club and Min- 
isterial Association was tied in 


with the Hays code, just an- 
nounced. : 
BANJO CONTEST 


Over 2000 amateur banjo play- 
ers participated in a banjo contest 
at the Saenger, New Orleans, re- 
cently. Manager Bert Winstanley 
promoted five banjos as. prizes for 
the survivors of a series of elimi- 
nations. Contest was in charge 
of Lou Breese, M. C. and banjo 
virtuoso. 


PILOTS PARADE 


The 109th Aero Squadron of 
the Northwest Airways were 
guests of Manager A. J. Sonosky 
when “Young Hagiles’’ played the 
Riviera, St. Paul. Marched to the 
theatre in a body, and posed in 
front for newspaper photos. Huge 
searchlight from the aviation field 


centered an interesting display in 
the lobby. 


Broadway Revels 
Title of Radio 
Hour June 14 


A unique musical presentation 
entitled ‘‘Broadway Revels” is to 
be the feature of the Paramount 
Publix hour Saturday night, 
(June 14) which will be broad- 
cast over the national network of 
the Columbia Broadcasting Sys- 
tem at 10 o’clock (H. D. S. T.) 
Among the entertainers who will 
be heard are Paul Ash; Marcia 
Freer, mezzo-soprano; Jesse Craw- 
ford, organist; Paul Small, tenor; 
Fred Vettel, dramatic tenor; 
Foursome Quartet; Giersdorf Sis- 
ters and Vic Ince, trumpet soloist. 

The complete program: 
Overture—‘‘Overture Francaise” 

Paramount Orchestra 
Organ Solo 

Jesse Crawford 
“Song of the Soul’ 

Marcia Freer 
BROADWAY REVELS - 

“Thank Your Father” 

Hot Chicago” 
Vie Ince and Orchestra 
“Do You Play, Madame?” 
Paul Small and Foursome 
Quartet 
“Springtime in the Rockies” 
Orchestra and Foursome 
Quartet 
“International Revue’’—Medley 
Orchestra 
“Livin’ in the Sunlight, Lovin’ in the 
Moonlight” 
Giersdorf Trio 
“Telling It to the Daisies” 
Orchestra and Foursome 
Quartet 
“Rich Man, Beggar Man” 
Fred Vettel 
“Without Love” 
Ensemble 
‘Red Mill’—Medley 
Marcia Freer and Fred Vettel 
“Paramount Medley” 
Orchestra 
‘Lord Jeffrey Amherst” 
Orchestra and Ensemble 


Entertainers Get Big 
Play at City Spelling Bee 


and ‘Red 


When the Detroit News spon- 
sored a Metropolitan Spelling Bee 
for the school children of Detroit, 
Monk Watson, m. ¢c. at the Riviera 
and Joe Penner, comedian in Pub- 
lix units, put on a twelve-minute 
program at the State Fair Grounds 
where some 20,000 people were 
gathered. 


Program was broadcast over 
station WW4J and stories and pic- 
tures appeared in the paper before 
and after the spelling bee. 


¢ 
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6 
The rain killed us.... 
Opened too soon... .Wea- 
ther too nice....Too many 
openings against us....That 
big radio program keeping 
them home....Those lousy 
critics murdered us... .Not 
enough sex....Bad cast... 
No direction... .Great noti- 
ces but nobody reads them 
nowadays....Great chance 

if we had a bankroll.... } 

Not enough advertising.... 5 

Star is too old. ...Bad thea- ¢ 

tre, out of the way....Bum }¢ 

title....They’re all out in ‘ 
their cars on a night like 

this....Too hot....Too $ 

cold. ...Looks like rain.... 3 

Agencies. killed us... .Le- ¢ 

blang not pushing our show ; 
....Terrible press agent... 

They should have taken my ; 

advice about the second act ; 
....They don’t want clean 

shows....Too many people ; 

out of work....The stock $ 

market. ...Overhead too big ¢ 

....Too many stage hands ; 

....Seenery bad....They ; 

are used to too much for ¢ 

; 

t 

t 

$ 

e 

: 

t 

i 

: 

: 

4 

al 


their “money....Too many 
musicals in town....No 
voice in the show... .Good 
show, bad picture. ...Good 


picture, bad show....The 
flappers don’t like the M. C. 
....Got the second stringers 
....He’s getting too much 
money....Got the first 
stringers....They’re too 
wise cracking. ..Not a name 
in the show... Talkies killed 
everything. 
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DISTRICT GROUP) 
COVERS FRONT | 


HOUSE WORK 


District managers recently as- 
sembled in New York discussed 
activities of the Department of 
Front House Operation with C. L. 
- Stoddard, department head. 

Stoddard outlined the organiza- 
tion of his department, which has 
a representative assigned to each 
division. These men _ supervise 
cleaning, ventilation, service and 
box office, insofar as selection, 
training and supervision are con- 
cerned, laying out organized pro- 
cedure for these phases of opera- 
tion. 

District itineraries of these rep- 
resentatives are set by the divi- 
sional director and the department 
head, Stoddard said. Theatre cov- 
erage is determined by the repre- 
sentative and the district man- 
ager, and subject to the Divisional 
Director and Stoddard. 


Representatives consider front). 


house operation as it is reflected 
in the box office, and strive to in- 
_gtill appreciation of this angle in- 
to staffs everywhere. ‘ 4 

Principles of economy, efficiency 
and quality are applied to front 
house operation of each theatre 
in accordance with its particular 
requirements. The representatives 
put these principles into effect and 
demonstrate their workability to 
managers. Operations are re- 
checked frequently to supervise 
the working out of front house 
set-ups. 

Representatives are present at 
openings of new theatres, organiz- 
ing staffs and setting up procedure. 

Primary purpose of service or- 
ganization within a theatre, Stod- 
dard said, is to procure organized 
crowd movement and turnover. 
Efficiency in this is directly reflect- 
ed in receipts. Secondarily, but 
equally important, a properly or- 
ganized front house department is 
the means of securing institution- 
al good will in the ereation of an 
atmosphere of quiet, courteous re- 
finement. 

Stoddard stressed importance of 
selecting employees of a stamp 
suited to development, a training 


sistent, direct supervision. This 
- will be the means of reducing cost- 
ly turnover and maintenance of a 
standard of efficiency that will re- 
flect itself in the success of the 
operation. He urged the district 
heads to see that managers: take 
an active part in the handling of 
staffs and not leave it entirely in 


the hands of an inexperienced| 


junior. 
Representatives of Stoddard’s 
- department will instruct employees 
in fire drills, which should be held 
bi-monthly, he said. He suggested 
that district managers ask for re- 
ports on these drills and also for 
minutes of weekly staff meetings. 

Directions for use of all Publix 
cleaning materials, Stoddard said, 
have been assembled into a set of 
cleaning bulletins, These may be 
obtained on request from J. H. 
Elder. . : 

Stoddard recommended a fol- 
low-up check by district managers 
of the detailed reports of front 
house operation representatives. 
He concluded the meeting by giv- 
ing the men present a suggested 
spot-check of front house opera- 
tion for use in visits to their 
theatres. 


Firms Get Behind Girls 
In Popularity Contest 


Kansas City’s popularity con- 
test, promoted by Manager E. S. 
C. Coppock of the Royal with the 


cooperation of a chain of drug, 


.stores and cosmetics manufac- 
turer, is clicking merrily, with 
fifty girls plugging the Royal. 

_ Bleven of the girls entered. are 
in some way connected with or- 
ganizations or firms with over 500 
employees. Latest theatre party 
was arranged by an executive of 
the Missouri. Pacific, for 960 
people at one time. One girl has 
put.on a campaign which Coppock 
believes would elect a governor, 


buying her own posters and her- 


alds, doing her own publicity. 


daily. 


If You’re New to PUBLIX— 
Read the Bound Volume 
of PUBLIX OPINION @ 


—if you’re new to Publix—or to showbusiness—remember this— 
the easiest and quickest way to learn about Publix policies, depart- 
ments, personnel,—the quickest and easiest way to learn how to 
intelligently co-operate with the operating power that is Publix 


—is to 


READ BACK ISSUES OF 
“PUBLIX OPINION” 


It’s the step by step story of Publix, carrying a chronological his- 
tory of everybody and everything within the company—revealing 
the correct methods of departmental procedure—giving you inti- 
| mate portrayals of executive personnel—playing up the high- 
lights in the growth of the organization with which you expect to 


make progress. 


: : Ree 
- Publix Opinion is an easy to read—and an easy to handle—com- 
pilation of outstanding examples of effective showmanship, and 


; sensible, consistent merchandising. 


District managers—managers—see to it that each one of your 
staff is made thoroughly cognizant of the contents of the official 


No senior executive, even if he spent whole days in lecturing to 
each theatrical staff, demonstrating and answering questions, 

could as quickly and effectively do the job of teaching as can be 
done by the current and back issues of Publix Opinion. 


“Voice” —past and current issues. 


MUSIC COUNTER 
HAS PUBLIX 
DISPLAY 


Not content with selling Sears 
Roebuck’s . gigantic Minneapolis 
retail store the idea of installing 
a striking Minnesota theatre dis- 
play as a permanent background 
for its new music department, the 
northwest division publicity de- 
partment induced Ted Lewis to 
personally dedicate the booth. 

Resulted in a 6-column stream- 
er and the punch portion of the 
big store’s ad being devoted free 
of charge to “Ted Lewis In Per- 
gon” the night before he opened 
at the northwest division’s ace 
house. Also, several 2 x 8 ads 
in which character halftones 
grabbed the play. 

Doing the second largest sheet 
musie business of any store on 
the Sears Roebuck chain, the new 
music counter is so placed that as 
many as 20,000 persons pass it 
It is a three-sided affair, 
16 feet to each side. The Min- 
nesota theatre’s name, with the 
Publix shield, and the slogan 
“Show Place Of The Great North- 
west”? centers on each side. 

Shadow boxes in the center of 
each side carry current copy on 
the Minnesota theatre show, with 


‘side shadow boxes given over to 


direct plugging of songs featured 
in Paramount productions. 


GETS NAVY BOARDS 


Navy boards were a natural for 
Manager A. Brown Parkes when 
“Wit the Deck’? played the Saen- 
ger, Hattiesburg, Miss. 


| 


Do you file current issues? 
Have youa bound volume? | 
Its yours for the asking! 


Fresh Stocks and Clean 
Venders Help Candy Sales 


At the bi-monthly meeting of 
the Candy Sales Department pre- 
sided over by Max Schosberg and 
Bruce Powell, the following points 
of value to those managers whose 
houses are equipped with auto- 
matic venders were discussed, 

Keeping machines brilliantly 
polished and well filled with fresh 
stocks of candy will increase sales. 
Changing the position of the ma-: 
chine may result in considerable 
improvement in amount of sales. 
Keeping too great a stock of 
candy on hand will eventually re- 
sult in selling stale -products. 
Most managers find a supply of 
from eight to ten days sufficient. 

It was pointed out that small 
change is essential to the proper 
use of the machine, and cashiers 
should be instructed to make 
change in small coins. Usher 
near machines should also have 
change and should be instructed 
to offer change to patrons who 
want it. : 


TIES IN DERBY 


Timely stunt of Eddie Hitchcock 
in connection with the Kentucky 
Derby centered on 30,000 envel- 
opes labelled “Derby Day Special 
—Today’s Best Bet,.’’ Inside, a 
slip carried copy on New York 
Paramount attractions with the 
heading, ‘You can’t beat the 
races, but here’s a bet you can’t 
lose!”? Envelopes> were distrib- 
uted on all trains to Jamaica 


‘track on Derby Day. 
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SPACE IN 
BUFFALO 


When ‘‘Paramount on Parade,’ 
hit Buffalo, a number of exploi- 
tation stunts were launched which 
resulted in excellent business at 
Shea’s Century despite the first 
onslaught of warm weather. | 

One of the best stunts was the 
placing with the Buffalo Times of 
an identification contest which ran 
three days in advance of the open- 
ing and which brought a layout of 
six photos each day of stars from 
the picture. There were more 
than 3,000 replies which was proof — 
positive of the interest in the pic- 
ture and its popular players. Only 
$10 and twenty pairs of passes 
were required to put the contest 
over. 


a 


Cedar Chest Tie-Up 

Another good tie-up was with 
the Bing and Nathan furniture 
store through which a Lane cedar 
chest was given away. The store 
was prompted to buy 15,000 her- 
alds for distribution both in the 
theatre and the store a week in 
advance, The store even paid for 
printing the backs of the heralds. 
A coupon was printed on back of — 
the herald which patrons were 
asked to tear off and place in 
boxes in the lobby of the theatre, 
The store also put on an elaborate 
window display with large cut-outs 
of Nancy Carroll and Mary Brian, 
stills from the picture and other 
display material. The drawing was 
held on the stage of Shea’s Cen- 
tury. oe 

Much attention was drawn to 
the picture through the co-opera- 
tion of the local naval recruiting 
office. Enlargements were made 
from one of the stills showing 
Clara Bow, Jack Oakie and Skeets 
Gallagher. These were placed be- 
hind card board mats on which the 
theatre tie-up was attached. Twen- 
ty-five of these A-Boards were 
placed at the most prominent 
‘spots in town, spots which could 
not otherwise be procured for love 
or money. 

Heralds and Windows : 

Thousands of heralds were used 
by the local Victor dealers with 
the theatre tie-up on the back and 
the list of all the song hits avail- 
able on records. The Philco tie- 
up brought 25 window displays 
and another 24 sheet smash. The 


dow on Main street which tied ’up 


MEN MODEL FOR 
F ASHION SHOW with small photos of stars. A 
See TET, large central sign tied in the pic- 


A novelty Fashion Show in ture at Shea’s Century. A co-oper- 
which men modelled Kuppen-|ative ad was promoted with Bruns- 
heimer clothes was successfully| wick and a local dealer, using the 
worked out by M. D. Cohn, Man- 1 


: mat supplied by the home office. 
ager of the Rialto Theatre, Den- 


mae 
s + 
SS 


PARADE” WINS ~ 


Woolworth store put ina big win- — 


; , ; : There also was a co-operative 
ver; in conjunction with the pre- 
sentation at that house of “Put- 
tin’ on the Ritz.”’ The Fashion 
Revue was staged the opening 
three nights of the nine o’clock 
show. : : 


In addition to enhancing the 
value of the program, the stunt 
also occasioned a tie-up with 4 
highelass store. The manage- 
ment of this store bought 3,000 
heralds which they had distrib- 
uted and which carried an an- 
nouncement of the Fashion Revue. 
They also gave the theatre a 
great flash with an eye-appealing 
window display. 


GETS IN ON STUNT 


Al Smith of the State, Winona, 
Minn., found a local department 
store using a robot in their win- 
dow, and crashed it with a display 
on “The Green Goddess.’’ 


ad with Victor records and 
photos of the Victor artists fea- 
tured in the picture. 

In addition to all these stunts, 
24 sheets were used all over the 
town. There was a Paramount as- 
sistant ad campaign. 


all the newspapers, with the Times 
using an eight column strip of car- 
toons in their Sunday edition. 
Fine reviews were given the pic- 
ture in each newspaper. Special 
stories were sent to 25 community 
newspapers. 


PLANE DISPLAY 


Two miniature planes built by 
local boys, prize-winners in a con-— 
test conducted by a local depart- 
ment store, centered a lobby dis-— 
play for Manager R. K, Fulton of 
the Broadway, Council Bluffs, on 
“Young Eagles.” 


ANNIVERSARY AHEAD?. 


Within the next few weeks, the theatre listed below will 


celebrate its anniversary. 


Is it your theatre? 


If it is, start — 


thinking NOW how you can turn that event into money at 


your box office. 


Exploitation stunts? Newspaper stories and 


tieups? Also, don’t forget the Home Office special anniversary 
_trailer you may get by writing to L. L. Edwards. : 


THEATRE 
Princess 


TOWN 
Bloomington, Ind. 


OPENING DATE 
June 23, 19138 


Special 
stories and photos were used in | 


._ tre 


‘CAMPAIGN AIMS 


FOR MATINEE 
INCREASE 


Campaign organized by N. Ed- 
ward Beck, District Publicity Di- 
rector stationed in Atlanta, has 
as its object fully capitalizing on 
increased matinee business with 
the closing of schools, and com- 
batting the accompanying ten- 
dency towards a decrease in night 
business. 


Theatres in Beck’s district will 
concentrate on 25c bargain mati- 
nees, urging attendance between 
11 A. M. and 1 P. M. in order to 
get maximum benefits out of that 
operating period. 


Steps which are being taken im- 
mediately to popularize bargain 
matinee periods are as follows: 


Two weeks prior to close of 
schools, special trailers will em- 
phasize the bargain matinees, with 
the word ‘‘Bargain’’ in type half 
the size of the screen image, and 
the figure ‘‘25c’’ on a separate 
frame three-quarters image size. 
Trailer will announce that bargain 
matinees include all regular fea- 
tures of deluxe performance, and 
will urge patrons to come early, 
bring children and save money. 


More Trailers 

These trailers will run for two 
weeks, to be succeeded by other 
trailers with special copy but con- 
veying substantially the same 
message. 

Simultaneously with the first 
trailers, set pieces will be placed 
throughout theatres, announcing 
bargain’ matinees with ‘‘bargain’’ 
and ‘‘25c’’ most prominently dis- 
played. These will remain for 
three and even four weeks. 

At the same time, every ad and 
each piece of printed matter will 
carry a plug for the matinees, 
with one or two lines of copy em- 
phasizing the magnitude of the 
bargain performance. As. the 
close of school approaches, this 
copy will be built up and gradu- 
ally moved toward the top of the 
ad until it is directly tied in to 
one end of the signature cut, 
where it will remain throughout 
the summer, 

Newspapers Aid 

Newspapers will be approached 
two weeks before the close of 
school, with suggestion of a co- 
‘operative section urging the public 
to shop during morning hours, 
then rest at cool theatres, Thea- 
contribution includes. an- 
nouncement on screen and lobby 
set pieces that ‘“‘this theatre, in 
cooperation with the following 
merchants, is sponsoring morning 
shopping,’ and that all of the 
merchants listed are featuring 
special bargains. : 

Shopping tours should conclude 
with a visit to the cool, comfort- 
able and convenient theatre, 
where ice-cold lemonade or iced 
tea, if it can be promoted, is 
served on the mezzanine after 
patrons have seen the show. 

Special Heralds 

Merchants cooperating will be 
supplied with inserts for pack- 
ages, one week before schools 
- close. These heralds will carry 
copy such as “Special morning 
bargains at this store. Shop dur- 
ing the morning hours, then rest 
awhile at the cool, comfortable 
and convenient Alabama Theatre, 
etc.”” Wherever possible heralds 
will be changed weekly, to list 
current attractions. 

These newspaper and merchant 
tie-ups will continue for four 
weeks, with the theatres receiv- 
ing space in all co-op ads pub- 
lished. 

For stimulation of night busi- 
ness, aS well as matinee business, 
Beck suggests tie-ups with park- 
ing stations and street ear lines. 
All activity will emphasize the 
- fact that patrons can have din- 
ner at home, enjoy a drive, and 
still see a complete: performance 
at the theatre, beginning at 9.15. 


Ballyhoo of Manager Al Weiss, 
Jr., on ‘‘Ladies Love Brutes” at 
the Florida, Jacksonville, was a 
man in a divided costume. Full 
dress on one side, working-man’s 
clothes on the other. Placard on 
back plugged the picture. 


PUBLIX OPINION 


product. Play them up big! 


“RETURN OF 
DR. FU MANCHU” 


1, He’s Returned to Haunt 
You, to Thrill You, to Chill 
You. 

With New SINISTER plots, 
with New Oriental Mystery. 
The Sign of the Dragon 
warns of “THE RETURN 
OF DR. FU MANCHU.” 
Sax Rohmer’s Spine Ting- 
ling Sequel to ‘‘The Mysteri- 
ous Dr. Fu Manchu.”’ 
Warner Oland again plays 
Dr. Fu Manchu. 

O, P. Heggie, Jean Arthur, 
Neil Hamilton, William Aus- 
tin, once more are his vic- 
tims in “THE RETURN OF 
DR. FU MANCHU.” 


2. Was “The Mysterious Dr. 
Fu Manchu’. a Great Pic- 
ture? - 


“THE RETURN OF DR. FU 
MANCHU” is Greater! 

A mystery play with more 
than its share of convincing 
romance. 
He’s Alive! : 
Even Now He’s Plotting! 
Watch for “The Return of 
Dr. Fu Manchu.” 


“TRUE TO THE NAVY” 

1. Why do Sailors Love the 
Land? 

CLARA BOW “True to the 
Navy.”’ : 

CLARA BOW The Girl with 
a Gob on Every Ship in 
“True to the Navy’? with 
Fredric March, Harry Green 
and a Rollicking Sea-going 
cast. 

2. CLARA BOW sings to Six 
Salty Sweethearts in “True 
to the Navy.” 
Bigger than 
In.”’ 
_Brimful of laughs Clara 
Bow in ‘True to the Navy.” 


“The Fleet’s 


PROMOTES TWO 
DOUBLE TRUCKS 


Gus Carlson, manager of the 
Peoples Theatre in Superior, Wis- 
consin, promoted two double truck 
co-ops on ‘‘Benson Murder Case,” 
with a contest idea. Numbers 
from 1 to 80 ran‘in a central box, 
and each occurred again in six 
point, under display letters in co- 
operating merchants‘ ads. When 
numbered letters were substituted 
for numbers in the box, it read 
“William Powell as Philo Vance 
in ‘The Benson Murder Case’ by 
S. S. Van Dine, at the Peoples 
Theatre.”’ 

Contest ran in one spread, solu- 
tion in a second. Carlson reserv- 
ed 60 inches and a streamer in 
each of the double-trucks. Num- 
bers scattered through display 
made it a cinch to sell merchants 
as close scrutiny of each individ- 
ual ad was imperative. 


Numbered Parachutes Good 
For ‘Young Eagles’ Awards 


A co-operative advertising page 
and plenty of free space in news 
columns resulted when Manager 
H. J» Thatcher of the Tivoli Thea- 
tre, Michigan City, Ind., devised a 
parachute party when playing 
“Young Hagiles.’’ 3 

A promoted airplane flew over 
city at a time specified in ad and 
stories and dropped twenty | five 
parachutes twelve of which were 


humbered. Persons retrieving 


numbered parachutes received 
gifts from the merchants co-oper- 
ating. ; 


LEASES EXPIRE 


Lease of the Shubert, St. Paul, 
and the Capitol, Johnson City, 
Tenn., expire in July and will not 
be renewed. 


CATCH LINES! 


Here are title frames from trailers on four pictures 
that are going to make a lot of money for you! They are 
printed here for possible use as catch lines in ads, posters, 
on marquees, heralds, etc. Analyze them along with your 


“THE BORDER LEGION” 


1. Title: Thundering at you! 
2, Title: Big as all Outdoors! 
3. Title: Zane Grey’s Mighty 
Western Thriller ‘‘THE 
BORDER LEGION.’’ 
Title: With Four 
Shooting Stars! 

. Handsome DICK ARLEN. 
Daring JACK HOLT. 
Luscious FAY WRAY. 
Funny GENE PALETTE. 


5. Title: Ride out of the heat 
and dust into the breezy 
open’ spaces with “THE 
BORDER LEGION,”’ 


6. Title: Thrill to the roaring 


- 


Bright 


action! Throb to the warm 
romance! 

7 Title: “THE BORDER 
LEGION”’ 


Paramount’s 
all-outdoors 
all-exciting 
all-refreshing 
Four-star Triumph! 


“THE SOCIAL LION” 


1. As the Life of the Party 
The Craze of the Hour 
JACK OAKIE The Ace of 


Smart Crackers 

He’s a Chaser of Gloom. 
JACK OAKIE A Regular 
Fellow 

Ten Stars in One 


‘“Rour Hundred’’ be- 


The 
comes “Four Hundred and 
One!”’ 


JACK OAKIE Crashes the 
Ritzy Circle in “THE SO- 
CIAL LION” By Octavus 
Roy Cohen. 

2. Tip-Top KEntertainment 
JACK OAKIE in “THE 
SOCIAL LION,” 

Full of Joy 
Full of Laughs 
Full of Romance..... 
JACK OAKIE in “THE SO- 
CIAL LION” with Mary 
Brian, Skeets Gallagher an 
Olive Borden. : 


CIVIC CONTACT, 
PAYS DIVIDENDS 


Intimate contact maintained by 
Manager Joseph J. Sullivan of the 
Broadway, Chelsea, with local offi-. 
cials and prominent citizens paid 
dividends when he played ‘‘Lum- 
mox.’’ 

Sullivan remembered that the 
supervisor of Chelsea’s Public Li- 
brary had told him of a letter re- 
ceived from Fannie Hurst when 
the book was published. Librarian 
was delighted with the book, and 
wrote Miss Hurst, who replied. 
Letter, with pictures of librarian 
and Fannie Hurst, crashed the 
front page of the Chelsea Evening 
Record, with due mention of the 
fact that “Lummox’”’ was current 
at the Broadway. 


Monday Revival Pictures 
Selected By Patron Vote 


“Monday Night Owl Clubs,” 
first tried at the Brooklyn Para- 
mount as a means of stimulating 
late Monday business with mid- 
night revivals, are being given a 
whirl at the Indiana and Circle, 
Indianapolis, by General Manager 
Cullen Espy. 

Silent version of ‘‘Wings’’ was 
the first revival, and successive 
pictures, selected by patrons, were 
“Cocoanuts” and ‘‘The Virginian.’’ 
Suecess indicates continuation 
throughout the summer. 

i 


PHOTO PLUGS PAPER | 


Usher caparisoned as a cowboy 
furnished a ballyhoo for ‘Under 
a Texas Moon,” at the Garden, 
Davenport. Assistant Manager 
George R, Collins made the stunt 
doubly effective by having the 
“Texan’’ photographed with a 
Davenport Democrat under his 
arm. Paper couldn’t wait to pub- 
lish it. 
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SILENT TRAILER| 


JOURNEY’S 
END 


Theatres in Georgia-Alabama 
districts of Emmett Rogers and 
W. C. Patterson are not using the 
sound trailer on “Journey’s End.’’ 
In its stead, a silent trailer has 


FOR 


been written by District Publicity. 


Director N. Edward Beck. 
Where organs are used, Beck 
suggests these music cues: 
First five and one-half frames, 
majestic music. | 
Second three and _ one-half 
frames, ‘“‘Tipperary,’”’ softly. 
Next frame, ‘“‘Tipperary’’ as 
battle movement, very omi- 
nously. \ [ 
Next: two frames, ‘‘Keep the 
Home Fires Burning,’’ softly. 
Last two frames, majestic © 
music. 
Trailer copy is as follows: 


At: this point in the pro- 
gram it is customary to tell 
you something of next week’s 
attraction. 


To show you a few scenes 
would only mislead you-——to 
tell you of its greatness is 
beyond our power. 


So here are just a few 
facts—judge for yourself. 


“JOURNEY’S END” | 


Is the most successful 
box-office attraction con- 
ceived since ‘‘The Birth of a 
Nation.’’ 


It has been produced on 
the stage of nearly every 
civilized country in the 
world. 

It has been given unani- 
mous and unstinted praise 
by critics all over the world. 
——__—_—_—_—_ 


It has now been faith-. 
fully produced as a talking 
picture — directed by the 
producer and. starring the 
leading man of the original 
London show. / 


6 


Both the stage play and 
the picture are still playing 
New York at high prices. 
. The Paramount is bringing 
it to you at our regular scale 
of bargain prices. 


It is the most impressive 
war play ever written. 

It is the most inspiring 
drama that has come to the 
stage in a generation. 


And it’s a love story, too 
—love for women—for chil- 
dren—for home—for peace 
and quiet—for sunshine and 
flowers — for all that was 
theirs before war snatched 
them away. 


pees 


It’s magnificent, yet so 
natural and so moving you 
are not likely ever to forget 
1 


“JOURNEY'S END” 


Paramount — starting next 
Monday—with special stage, 
musical and lighting effects 
devised exclusively for this 
engagement. 


It is destined to be the 
greatest theatrical sensation 
ever presented in Atlanta. ~ 


Will be presented by the 
Come Harly Monday! 


LEGITIMATE STEALS! 


Note below the large proportion of the amusement page devoted to 

_ picture layouts. In every case these layouts are concerned with photo- 
plays at the Publix-State, Maine, or Strand Theatres at Portland, Maine. 
The only expense to the theatres for these four and five column 


‘steals’ is half the cost of the cut. 


Tie-up was arranged by George 


Sargent, manager of the Strand Theatre, and Charles Bassin, manager — 


of the State Theatre.. 


|} YOU HAVE THE 
MERCHANDISE 
SELL IT! 


= s ; 
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The Official Voice of Publix 
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- YOU HAVE THE 
pT : MERCHANDISE 


SELL IT! 


Publix Theatres Corporation, Paramount Building, New York, Week of June 6th, 1930 


“I was not satisfied with what I saw in general practice in the matter of front-show ronan construction. In- | 


variably it was apparent that too little thought, ingenuity and effort were being given to this most important phase 


of our business. °. 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” — 


— Publix Opinion — 
Published by and for the Press Representatives and Managers ef 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


Benj. H. Serxowicu, Editor 


A. M. Borsrorp, Dr. Advertising 
Contenta Strictly Confidential 


DIGEST WHAT YOU READ 


Every man who reaches a position of importance is usually 
one who invariably reads and carefully digests every word of 
any message upon which he focuses his attention. Rare in- 
deed are the cases where such men place approval or disap- 
proval upon a matter until its contents are thoroughly under- 
stood by them. They almost never act upon what they see at a 
glance. Such practice is the rule because experience taught 
‘the pitfalls of any other procedure. 


If you ask one of these men, a day or a year from the moment 
he reads a particular letter, or document, he will tell you, in 
substance, its complete contents, and omit nothing. 

Knowing this to be particularly true. of Paramount Publix 
chiefs, Your Editor invites your attention to that fact because 
of the strange and unusual practice of a great many people who 
are not so careful. Recently a letter was sent out, asking that 

certain questions be answered and reply be made to a certain 
place. Many replies were addressed to wrong places. Also, the 
foolish nature of many replies clearly indicated that the original 
letter was not carefully read and digested. 


By direct order of Mr. Katz and repeatedly endorsed by all 
department heads, it is the duty of all Publix executives and 
showmen to carefully read and understand the contents of 
Publix Opinion each week, so that quick liaison may be made 
between those who have information and those who need it. 
Yet a certain showman recently claimed that no one had told 
him anything about the NVA Drive, despite the fact that com- 
plete stories and published statements containing specific orders 
from Messrs. Katz, Dembow, Chatkin and Botsford, had been 
published during five consecutive weeks. On the other hand, 
M. Schosberg, in charge of Candy Sales, reported that the huge 
success that has capped his efforts, has in a large measure been 
helped by the fact that careful reading of the company’s of- 
ficial “voice,” completely accomplished all necessary missionary 
work of explaining, selling, etc. | 

Headline-skimmers are pat-phrase gabblers, and pat- 
phrase gabblers are only partly informed individuals. In- 
dividuals who are not completely informed, are not com- 

- pletely capable.. Incapable people don’t get very far. 


So when you decide to read a letter, or a book, or a notice 
“or a document, READ it—thoroly and with full understanding, 
or don’t read it at all. Otherwise you might be tempted by in- 
complete facts, to be one of those “yes, yes, I know” chaps who 
are usually found in the debris of disaster when a crisis comes. 


TORMENTING THE GOOSE 


Only a fool would torment the goose that lays the golden eggs! 
The motion picture industry spends millions every year for 
advertising space. Nearly all of that money comes from the thea- 
tres in every village, town, and city in the country. 


Newspaper publishers are no fools. They know that anything 
detrimental to the industry will be reflected economically in ever 
widening circles—and they will be among the first hit. They know, 
too, that such expenditures reflect a vigorous public expression that 
cannot be ignored. They are willing’ to do all in their power, con- 
sistent with their functions of dispensing news and upholding the 
public trust, to help you. 


Let them know, tactfully, how trouble to you will mean trouble 
to everybody. Then, when trouble comes go to them for help. 


+ ll 


$41,657 RAISED 
IN N.V.A. FUND 
DRIVE 


A total of $41,657.49 is the 
contribution of Paramount Pub- 
lix theatres to the relief fund of 


|the N. Vv. A. raised during the 


drive period extending from April 
27th to May 4th. 


date because of the time it took 
to gather the money from all 
houses in the circuit, and because 
of banking intricacies. The 
amount gathered represents the 
contributions of theatre patrons in 
all houses of the company except 
more recent acquisitions. / 

The largest single contribution 
came from the New York Para- 
mount which raised $2,317.28. 
Second largest was the Brooklyn 
Paramount with the sum of 
$2,075.65. Contributions in gen- 
eral ranged from $800 down. 


This was the first time that the 


organization as a whole partici- 


pated in the drive. The company 
donation represents a substantial 
portion of the entire amount 
raised by the N. V. A., complete 
figures of which, however, are not 
yet available. 


LAWRENCE TO DALLAS 


Maurice Lawrence of the music 
department has left for Dallas 
where he will act as the home of- 
fice musical representative in- the 
division of L. E. Schneider. He 
will be in charge of all musical 
parts in stage productions, organ 
novelties, and everything else per- 
taining to his department. He will 
work directly under the _ super- 
vision of Boris Morros, general 
music director. 
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_ NEW YORK 
PROGRAM 
PLOTS 


Week Beginning June 6th 


New York Paramount 


. Overture—Paul Ash 

. Paramount News & Sound 
Trailer on “The Social 
PAOM Ye eeacaie se 5 
Organ Concert—Mrs. Craw- 


Figures are released at this late | 


—SAM KATZ, President, Publix Theatres Corp. 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch 
trade papers for it, tool! : 


LENGTH OF FEATURES 


Foot- Runn’g 
Time 


75 min. 
71 min. 
88 min. 
58 min. 
67 min. 
65 min. 


_, Record 


No. Subject Character 


Lady of Scandals—8 reels (AT) 
Not Damaged—8 reels (AT) 

So This Is London—9 reels (AT) 
Back Pay—7 reels (AT): 

Call of the West—7 reels—(AT) 
Ladies In Love—7 reels (AT)... 


(AT)—AIl Talking 
LENGTH OF TALKING SHORTS 
PARAMOUNT PUBLIX 


Make 


1st National 
Columbia 
Chesterfield 


WARNER BROS. 


Holland (Technicolor) 
Ben Bernie and Orchestra 


Chills and Fever 

Glacier’s Secret- (Vagabond Series)' 
Review No. i1 

Review No. 14 


French Kisses 


COLUMBIA 
Stage Door Knights 


UNITED ARTISTS 
The Wizard’s Apprentice.......... Wives sles 


1500 


> Capital 1640 
Blind Youth—Magnaphone Independent 1659 
Dogtown Follies (Dog Comedy) Independent 785 


LENGTH OF SYNCHRONOUS SHORTS 
UNITED ARTISTS . . 


Second Hungarian Rhapsody 
Length of Non-Synchronous Shorts 


PARAMOUNT PUBLIX 


Old Black Joe 


Hello Sunshine 
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Page Col. 
Sells Kentucky Derby.... 10 3 


10 


Buffalo 10 

Plane Display 

- Catch Line for 

of Fu Manchu,” ‘True 
to the Navy,’ ‘‘Border 
Legion,’’ ‘‘Social Lion’’ 

Promotes Double Trucks. 

Numbered Parachute 
Awards 

Monday Revival Pictures 11 

Photo Plugs Paper 1 

Civic Contact Pays Divi- 
dends 

Silent Trailer for ‘“‘Jour- 
-ney End” 

Legitimate Steals (of 
space) 

General News 

Fashion Films to Initiate 
Screen Ads ......0.- ae 

Don’t Dispute Riva 
Claims Publicly 


i@ Page Col. 


PROGRAM CONSTRUCTION 
Katz Deplores Poor 
New Depart- 


Mr. 
Programs, 
_ ment Created . 1 
Report Program Plots..... 1 
New Unit Show Policy.... 3 
Ace Presentation for ‘“Jour- 
ney’s End” 6 
MERCHANDISING 
Drive Effort Hits Final Cli- 


= Ob ot 


Bring Children Back to 
Theatres 

Madeline Woods Children 
Manual 

Selling 
Night’”’ 

Campaigns to Combat Sum- 
mer Slump . 

Cool *Em Copy 

Campaign Aims for Mati- 
nee Increase 

Special Stunts 
Paper Plugs “‘Show Girl” 
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Paramount 
Trailers 
135 minutes 


Brooklyn Paramount 


Paramount News & Sound 
Trailer on ‘Ladies Love 
Brutes”’ (12 
Organ Concert—Earl Abel 
“Fit to Be Tied’’—Para- 
mount ( 
Publix Unit—Rudy Valee.. (41) 
“Shadow of the Law’— 
Paramount 
Trailers 

140 minutes 


Rialto 
“The Big Pond’—4th Week 

Rivoli 
“The Wizard’s Apprentice” 
—United Artists 
Paramount News 
“In the Good Old Summer- 
time’’—Paramount 
“One Romantic Night’— 
United Artists—2nd Week (72) 
‘Resolutions’ P 

(20) 


120 minutes 


: Criterion 
“The Silent Enemy’’—4th 
Week 


(10) 
(10) 
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Attractive 


Full Page Children Stunts 

No Parkin’! 

Gag for Students Grad- 
UAC Sc egies te testes é 

“Big Pond’? Smash as 
Pre-release 

Banjo Ballyhoo ..... ay es 

Ballyhoo Dises Available 
Now 

Uses Trick Zep Model.... 

Tie-Up Nets Million 
Pluggers 

Better Tie-Ups 

Mothers’, Day Gag..... es 

Free Air Plug on Wed- 
ding Ring Tie-Up 

Treats Boys and They 
Reciprocate 

Golfing Tie-Up 

Ad Campaign on. “Young 
Man of Manhattan’... 

Front 

Lobby Idea on Chevalie 
Picture 

Mothers’ Matinee 

Bank in “Sarah and Son’”’ 
Stunt 

Banjo Contest 

Pilots Parade 

Watson and Penner at 
Bee 

Girls in Popularity Con- 
test 

Music Counter Has Pub- 
lix Display 
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Perry, Finkse, Smith Pro- 
moted 

Field Auditors Spend 
Week at Home. Office. . 

School Begins 6 Week Ad 
Course 

Pictures Endorsed by 
P.TA 


Music Notes 
Funny Trailer Silences 


Foreign Dept. Promotions 

Broadway Revels, Radio 
Hour 

District Group Covers 
Front House 

$41,657 Raised in N.V.A. 
Fund Drive 


“a 
‘ FEATURES . 
Shorts Review by Louis 
Notarius ied 
Sound Information (Emer- 
gency Trouble) 
Managers’ Self Quiz (Front 
House) 
Meet the Boys... 
J. A. Koerpel—Biography.. 
Anniversary Ahead? Fee 
New York Program Plots.. 1 
Length of Features 2 
Editorials 
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